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Test your knowledge on these 8 ques- 
tions. A perfect set of answers means 
that you know where to look for the 
fastest selling and most profitable com- 
plete line of fine shoes for 1938 ... and 
for the years to come. 
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BREMEMBER, Easter comes April 
17, thereby giving to trade a long 
Spring season—two and a_ half 
weeks later than that of a year ago. 
It also puts a burden on March 
figures, to come up to those of a 
year ago. Passover this year, comes 
on April 16. 





CLOGS of cork are sweeping the 
country. They serve the purpose of 
novelty as well as to lift the lady 
inches from the ground. The rage 
continues and there is no telling 
but what it is the beginning of an 
era of shoe millinery. If women 
can go as wild and excited over 
freakish hats, why not shoes? 

The very lightness of the clogs, 
even though they are four inches 
thick, adds to the pleasure of their 
wearing. An infinite variety of 
straps, bands and arrangements for 
holding them on the foot, adds to 
their charm. 

Women would want something 
that’s difficult to attain; and natu- 
rally higher in price because of its 
scarcity. Cork comes from Spain 
and to get it from that troubled 
land is not easy. It must be in a 
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solid piece, without bark marks, 
holes, cracks or checks. It is now 
being sold on the cubic inch basis. 
There doesn’t seem to be any sub- 
stitute, even Balsa wood, unless it is 
covered, is no economic substitute, 
for the only way that you can take 
a dent out of Balsa wood "is to 
carefully wet it, to bring about 
proper expansion in the spot 
checked. Cork is resilient. 

While on the subject of cork, 
why not a return to a layer of gen- 
uine cork bark between the insole 
and outsole of men’s shoes for 
heavy weather wear? The genuine 
cork sole shoe is the best health 
protection of a generation past. 
The cork inlay arrested the moisture 
from within and without and proved 
to be an excellent insulation in cold 
and heat. 


* * * 


Y «2 








©°S HOES that blend science with 
a kindly understanding of human 
nature,” is the finest heading to an 
advertisement that we have seen in 
a long, long time; and it is being 
used to advertise club-footed shoes 
by a group of stores throughout 
the country, working through the 
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Hack Shoe Company of the Stroh 
Building, Detroit, Mich. 

At long last we have a shoe for 
the club-footed child, that closely 
approximates the normal shoe in 
looks and yet includes such fea- 
tures as an abducting flare and a 
shoe length lateral wedge. 





MIAJOR BENJAMIN H. NAMM, 
president of The Namm Store in 
Brooklyn, N. Y., says: 

“It is generally estimated that 
there are about a million store- 
keepers, large and small, scattered 
throughout the country. Retail dis- 
tribution has become the third larg- 
est industry in the land. It ranks 
next to agriculture and manufactur- 
ing. Its annual volume exceeds 
forty billions of dollars. It pro- 
vides employment for about three 
and a half million workers. Its 
annual payroll is between three and 
four billions per year. It serves as 
‘universal provider’ for a hundred 
and twenty million consumers. 

“The interests of these one hun- 
dred and twenty million consumers 
are inseparably linked with the in- 
terests of employers and employees 
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in retail distribution. The retailer, 
we must never forget, acts as buyer 
for the public. He serves as pur- 
chasing agent for the consumer— 
just that and nothing more. When 
he ceases to serve efficiently, these 
one hundred and twenty million 
consumers will, naturally enough, 
turn to some other method of dis- 
tribution. 

“Not so long ago a prominent 
American made a statement that 
won universal approval. That man 
was Owen D. Young, the recently 
named Governor of the Federal Re- 
serve Bank of New York City. He 
said: 

“ ‘Capital which over-reaches for profits, 
labor which over-reaches for wages or a 
public which over-reaches for bargains— 
will all destroy each other.’” 


& * * 


ER AYMOND TWYEFFORT, sarto- 
rial “tops” in men’s attire, says: 

“The shoe industry should be 
complimented on its great enthusi- 
asm and friendliness—from coast 
to coast. One of the greatest con- 
tributing factors which will spell 
success for the shoe industry will 
be brought about with more color 
and pageantry for the feet, as well 
as the utilitarian. 

“As everything in this world con- 
sists of cause and effect, the positive 
and the negative, there is nothing 
so important to the morale of a 
great people as its dress; and it 
should not be undervalued. The 
world is sick of gloom, depression 
and black.” 


_ a cS =~ 





FRANK W. SPAETH, before the 
Sales Promotion Division of the 
National Retail Dry Goods Asso- 
ciation, said: 

“Suppose your total daily window 
circulation is 50,000—and 5 per 
cent or 2500 stop to view your dis- 
plays. If that figure can be in- 
creased to 10 per cent or 15 per 
cent—the return from your display 
dollar will be doubled or tripled. 
This should be a 1938 objective, in 
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—Friend Gloom complains: ‘'Prob- 
lems, nothing but problems! Won- 
der if we'll ever reach the time 
when we won't have problems." 

—No, friend Gloom, we won't ever 
‘reach that time, because prob- 
lems, like death and taxes, will 
always be with us. 

—But why worry about problems? 

—Your worry should be that prob- 
lems might cease to be. 

—Then we'd have a problem on our 
hands bigger than all the others 
pr is 

—For most people would be out of 
jobs. 

—Where would your job be, friend 
Gloom, were it not for problems? 

—Think of the tax collectors and 
lawyers, the economists and after- 
dinner speakers, the columnists 
and aie commentators who 
would be holding tin dippers on 
the avenue if it were not for 
problems. 

—And with nobody to drop plugged 
nickels in their dippers because 
they, too, would be out of jobs— 

—No, friend Gloom, don't cuss 
problems— 

—Bless ‘em, 

—For Problems make jobs. 


> SUES & ig 2S 


President 








fact a necessity, but it will require 
the cooperation of all to achieve it. 
In his book, ‘Next Steps Forward 
in Retailing,’ the late Edward A. 
Filene wrote: 

“Display is unexcelled by any other 
medium for direct merchandise publicity. 
The best printed or radio description or 
picture of the merchandise never can be 
so effective as the merchandise itself.’ 


“Retailers are finding that dis- 
play brings in business at a very 
low cost . . . and mounting expense 
ratios demand that we use aggres- 


sively the most direct methods of 
getting sales volume.” ‘ 


* * * 


SIN speaking of an “age survey” 
of the customers buying shoes in 
the men’s shoe department of The 
Brooks Clothing Company of Los 
Angeles—manager FE. L. Britain 
said: 

“In this age survey of our cus- 
tomers buying shoes during the 
months of November, December and 
January, we discovered this interest- 
ing fact:—that during the months 
of November and December, when 
we were featuring ‘new shoes at 
regular prices, the great majority 
of our trade came from men in the 
20 to 30-year old bracket. In the 
month of January, when the sale 
was in progress, more men from 
35 to 45 years old patronized us. 
This showed that the older men are 
definitely trained to wait for the 
sales before supplying their shoe 
needs; while the younger fellows 
buy when they are attracted by 
style. Sales do not keep out the 
younger trade from the store. 
neither do they attract them. It is 
obvious that if a store wishes to 
develop the trade of the young men 
that a steady flow of new attractive 
patterns and materials must be 
planned as a regular feature.” 


*© ACCORDING to the city direc- 


tory, we are listed as being sellers 
of shoes at retail; but according 








to our own precepts, we are not 
doing that at all—just rendering a 
service to the people of Dallas and 
vicinity”—is the way Dred Whid- 
don feels about it. In fact, he takes 
a real pride in “fitting unusual feet 
in an unusual way”—to use his own 
expression. 

This is a store that specializes in 
walking shoes for women and the 
reason behind it, according to Mr. 
Whiddon, is: “The public is being 


sold on the idea that everyone 















should have at least one good pair 
of well-fitting welt walking shoes. 
After that they can buy their little 
light dress shoes for occasional 
wear; but the walking shoes are 
their most important possessions be- 
cause they live in these types of 
shoes much more. It takes an en- 
tirely different selling technique to 
sell welt shoes than it does to sell 
the light dress kinds. There is no 
running up and down on sizes; for 
a welt shoe, to serve its purpose 
best, must be absolutely correct in 
fit.” 


ca * * 
W.. W. KISS, sales manager for 
Pied Piper, sends on an announce- 
ment of a blessed event in a brand 
new format, as follows: 
“The Kiss W.P.A.” 
“EXPLANATORY NOTE: In 
line with Administration policies 
aimed at the creation of more work. 
a body has now been formed to 
aid in the accomplishment of this 
purpose. 
Description of the Body 
MARY ELIZABETH KISS 
Arrived—5 A. M., Jan. 29, 1938 
Weight—9 lbs. 142 ounces 
Eyes —Blue 
Hair —Brown 
—Work Production Administrator— 
William W. Kiss, Sr. 
—Manager of Production— 
Lucille J. Kiss 
—Director of Operations— 


Dr. G. H. Stevens 


* * * 


**T HE best way we have found 
to reduce returns of handbags is 
to suggest to the patron that her 
initials be put on the bag just se- 
lected,” said the manager of one 
of the shoe stores in Los Angeles. 
“The angle here is that once the 
initials are placed on the bag, it is 
not returnable, so this automatically 
shuts off return. With this in mind, 
making an issue of adding the ini- 
tials certainly reduces the returns 
to an almost negligible amount. 
Initials are sold at a very reason- 
able figure and all the novelties in 
the way of initials are stocked, so 
that the trade always has a good 
selection to choose from. This 
goes a long way in aiding the 
patron to make her handbag pur- 
chase a permanent one.” 
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WILLIAM H. McLEOD, sales 
manager of Wm. Filene’s Sons Co.., 
Boston, Mass., says: 

“We know nobody who thinks 
things are going to be easy in 1938. 
They may be fair. They may be 
good. They may be bad. We have 
all sorts of prophets and all sorts 








of estimates. Personally, I am one 
of those who believes that just as 
the bad talk and depressing head- 
lines of late 1937 did much to bring 
on a measure of bad business, good 
talk, more confidence, promises of 
capital expenditures; coupled with 
moderated prices and lower inven- 
tories will bring on a steadily im- 
proving business condition for 
1938. Then again, I think that most 
stores will find their competition 
keener and doing better sales plan- 
ning than in the palmy days. A 
smart store in the good days could 
get a ‘scoop’ and keep it to itself 


for a long time. A well-laid plan 
would outwit competition for a long 
period. Today, a ‘scoop’ is often 
a matter of hours—and even a 
good sales plan is checkmated not 
long after it is put into operation. 
So, I think that whatever we do in 


planning, whatever bright new 
ideas we have, must be executed 
quickly and on the trigger, before 
they are met or even beaten by our 
competitors.” 


ALFRED D. EGENDORF, direc- 
tor, Merchandise Research, Lit 


Brothers, Philadelphia, says: 

“We are engaged in a compre- 
hensive program to aid in consumer 
protection and foster consumer 
goodwill. It is composed of three 
basic principles: 


“(1) Educating employees to develop 
in them ability to answer completely and 
accurately questions regarding the mer- 
chandise. 

“(2) Checking merchandise to ascer- 
tain its merits and faults. 

“(3) Passing on to the consumer in« 
formative material to enable the consumer 
to judge values, not only in Lit Brothers 
but in any store where she may shop.” 
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"Oh yes! ! certainly like their styles—That's why I've been 
coming here all my life.” 
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Bright, Colorful Displays and Windows Bring a Spring 
Atmosphere to the Store and Make Customers Easter- 
Conscious, Giving a Fresh Background for New Shoes 
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BUILD UP A BIG SPRING BUSINESS 


EASTER is several weeks away—April 17. To gain 
interest, hold interest, and keep interest growing right 
through the next two months to the normal Spring 
peak of demand requires real showmanship, dramatic 
display, and a thoroughly organized promotion pro- 
gram. 

Begin in the store. Brighten up and oust everything 
that savors.of Winter in your decoration, and let the 
whole store fairly sing “It’s Spring Again.” Give 
customers and those who serve them surroundings that 
make them forget all about Winter while they’re in 
the store. In such an atmosphere, Spring shoe selling 
is much simplified. 

Let your in-store displays incorporate ideas that em- 
phasize the new style trends in footwear, with displays 
and show cards that depict the use of the shoe, or the 
manner in which it fits in with new Spring apparel. 
By planning carefully you will be able to arrange 
various window sets, with show cards, so that they 
can be adapted to ledge or show case display when 
they come from the window. If the budget permits, 
interior displays that tie up with window displays are 
desirable; but smaller stores can stretch their smaller 
budgets through the suggestions given. 

Change your window backgrounds early. Get a new 
Spring color into your background. If you have been 
using white or cream, make them light, neutral Spring 
green—a pastel tone. Then use white panels and 
plateaus, with plenty of bright Spring hues as accent 


notes. Go colorful—but make your colors accent, not 
dominate the shoes. Stay on the “cool half” of the 
color circle—clear yellows, yellow greens, greens, 
green blues, and blues. Avoid the orange yellows, 
orange reds, and purple tones on the “warm half” of 
the color circle, except for a little “eye catcher” when 
needed. 

Study apparel colors, and the color accents in acces- 
sories, Play up your shoes as they fit into the various 
ensembles. The dramatic use of COLOR IN THE 
DISPLAYS to build up the color in the costume is 











A white arch is placed half-way back on a semi-circular 
plateau—also white with dark green edge. Cleats on 
the back of the arch hold the curved mat board on 
which natural birch branches and light green paper 
leaves are used in front of the pasted-on grass of green 
paper and sky of blue paper—both glazed. Show new 


Spring shoes. Use in ; then in store. 

















- 
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Left — Against a panel 
of white, on a white pla- 
teau set cut-out flowers 
in Spring apparel colors. 
Their centers are 
color of the shoes shown. 
ing, dark green; 
the bird house is a flat 
cut-out. The bird is yel- 
low cardboard cut-out. In 
Spring the new season’s 
colors afford a welcome 
relief from the deeper 
shades of the Winter and 
give a pleasing back- 
ground for new shoes. 


Right — A shadow - box 
lined with Spring green 
glazed paper, marked o; 
with white in diagonal 
design; a green frame, 
set off with white ba- 
roque trimming shaded 
with green and gray. A 
setting for window and 
in-store use to feature 
flowing, irregular curves 
give unexpected smart- 
ness and complete new- 
ness to these BAROQUE 
patterns in shoes for 
Spring selling. 


one of the outstanding themes of 1938 windows. In the 
larger New York stores today, whole banks of windows 
are repainted in dramatic colors almost every week. 
You cannot do that, but you can use the idea in your 
unit display arrangements. 

More and more, shoe stores are learning to use the 
unit-display idea, with backgrounds kept neutral in 
color and line, and the dramatic accent centered in the 
various units of the setting. Such a plan assures con- 
stant window interest. It overcomes the dangers of 
monotony, and a hard-to-see display. Most every store 
(even small ones) can arrange to have ONE DOMI- 
NANT IDEA played up for each week. With a GOOD 
SELLING IDEA as the “main attraction” in the win- 
dow, other shoe groups can be placed around it, and 
be more easily seen because of their orderly arrange- 
ment. To:stores in smaller trading areas, such window 
newness is tremendously important. 

Early Spring displays will naturally play up features 
of the new shoes that your store sponsors, followed by 
a swing to “style co-ordination,” showing that your 


shoes fit in perfectly with the accepted apparel fashions. 


A small branch with Spring green leaves is put through 

‘the cut-out in the light blue panel. On the branch is 

an amusing bird cut from cardboard with pasted-on 
wings. At the base are two strips of green. 


by BR. E. ANDRUSS 


Don’t try to force a poor style that you may have 
picked; instead, stress the wanted styles. Making 
wanted styles outstanding in ads and windows builds 
up the store’s style prestige. The bad buy can be 
dropped quickly to the lower price range, and shown 
but not featured, in the windows and in the store. Such 
numbers can often be included in group displays fea- 
turing, for example, a certain leather, color, or pat 
tern. But build your feature ads and displays around 
the WINNING STYLES. 

Promotion points in the shoes themselves include 
patent leather, other leathers, and gabardine; blue as 
the leading color, brown the runner-up color; ankle 
straps, broad straps, back straps; perforatiors, D’Orsay 
lines, curved lines, scallops, bows, stitching, lacings, 
braidings, ribbons, buttons, scrolls, lattice edges, step- 
ladder bands, criss-cross strips, and all the other fash- 
ion themes. 

It is at once apparent that certain themes are of sufh- 
cient importance to be used as “major” features, while 
others are in the “minor” class. 

All of these angles are important to salespeople also; 
making up a style review is an inrportant duty of the 
promotion man (or the boss). One of the strongest 
criticisms of salespeople, even today, is that they do 
not know as much about style co-ordination as they 
should to help the customer, through understanding 
service from the style angle. In other words, the style 
analysis you make of your Spring shoes will have these 
three uses: advertising, display, and selling; the first 
two done well will help keep the salespeople interested 
throughout the season. 

The advantages of the co-ordinated program are very 
definite. Small ads become more effective when backed 
up by window tie-up and when interior displays and 
intelligent style understanding give a further boost to 
cach succeeding promotion theme, the build-up of both 
business and prestige are sure to be very definite and 
profitable. 

As a final suggestion, why not have cards made up 
for salesmen, with their names centered and the store 
name in the lower left corner. These should be sent out 
with a personal note on the back. 











Ernest L. Benoit, shoe manager of W. L. Goodnow Co., 
fits a woman customer in the main floor shoe department. 


GREENFIELD, Mass., one of the small towns in- 
cluded in a recent survey of consumer buying by the 
U. S. Department of Agriculture, has 16,000 inhabitants 
and is a retail trading center for 75,000 people in an 
area comprising industrial villages as well as farm 
territory. Trade is well diversified, as the town has 
two large tool manufacturing concerns employing many 
skilled mechanics, along with small miscellaneous in- 
dustries, and the farm lands on the Connecticut River 
and adjacent hillsides are unusually fertile, and well 
populated with native and foreign-born families. Pay- 
rolls in Greenfield proper run to $12,000,000 annually. 
Five banks carry combined deposits of about $25,000,- 
000, and retail sales average about $490 per capita. 

Along with the industrial, merchantile, service and 





Mrs. Lou Kavanaugh fits a boy customer in her shop which is 


*s and children’s shoes 


Jd ted to 








- 
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INDEPENDENTS 


How Resourceful Shoe Retailers in a Typ- 


ical New England City of 16,000 Used En- 


ergy and Initiative to Beat Depression Odds 





Fleury’s, orthopedic shoe store, gives ample display 
of their lines to the public. 


farm elements, the town has its fair share of 
well-to-do retired families. The tastes of shoe 
customers in this community exhibit strong con- 
trasts, but the proportion buying shoes priced 
at around $3 is large. The shoe trade is divided 
about fifty-fifty between town and outside cus- 
tomers, and the volume of high-grade shoes sold 
to the latter compares well with that sold to the 
Greenfield contingent. One reason for this may 
lie in the fact that the rural trade is less inclined 
to do its buying in Springfield, Boston or New 
York. Work shoes and othérs of the conserva- 
tive, serviceable type are in good demand, but 
sport shoes have a good sale, particularly in the 
early part of the Summer, and ski boots sell well 
in Winter. A good-sized population of foreign 
extraction, preponderantly Polish, goes strong for 
black-and-whites and other fancy designs, for 
dress wear. 
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“HOLD THEIR OWN” 


Against Competition in Greenfield 









































by 
c. G. FAIRMAN 





A majority of families in this district have 
two children or more, and the trade in chil- 
dren’s shoes is accordingly good, with $2.50 
to $2.75 as the prevailing price. An increas- 
ing trade in health shoes has developed, for 
adult and children’s wear, and several of 
these stores feature such lines. The better 
and more modern stores give much attention 
to the selection and display of accessory lines 
and sales of these are on the increase. 

Five independent stores are selling shoes in 
competition with as many chain stores, two 
of the latter run by mail order establish- 
ments which confine their stocks to a few 
staple lines, more especially for the farm 
trade. Under these competitive conditions 
the independent stores are holding their own 





Donald B., left, and Richard A. Hamilton talk over a 
very well, as they have been in the com- point of planning in their store, which was conducted 
: ; for many years by their father, the late H. E. Hamilton. 
munity, in most cases, for many years and 
have made a close study of the people’s needs, 
including every contingent of the population. Of the five independents, three deal exclusively 
in shoes and cognate lines. The only general de- 
partment store in town does not handle shoes. 
The largest independent is the H. E. Hamilton 
Co., occupying a Main Street site that has been a 
shoe store stand for 60 years. This store was run 
successfully for many years by H. E. Hamilton, 
and enjoyed an excellent reputation. The last 
few years of Mr. Hamilton’s business career was 
under peculiarly adverse conditions. A short 
time before the 1929 slump, both Sears, Roe- 
buck & Co. and Montgomery, Ward & Co. erected 
retail store buildings in town and went after trade 
in various lines, shoes included. J. C. Penney 
was already on the scene and Thom McAn soon 
made its entry. At the end of 1930 the depression 
had begun to make itself felt with increasing 
severity. Montgomery, Ward & Co. closed down 
temporarily and the others found the going hard, 
even in a town so well fortified against adversity. 





In June, 1932, when th> depression was near- 
[TURN TO PAGE 33, PLEASE] 


Mrs. Kavanaugh again, this time arranging a hosiery display at 
pw. her front counter. 
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OUTLOOK 


Guessing or Knowing . . . Which? 


WHEN are we, as an industry, going to collect a 
few vital figures and do at least a sample research on 
the subject of price levels of shoes? Rarely a week 
passes by but what some shoe man or advertising man 
telegraphs, writes or phones for information. What 
they universally want to know is—“How many pairs 
of shoes are sold at retail below $3.00, up to $6.50, 
up to $10.50 and above?” It isn’t for purposes of idle 
curiosity that they ask for these figures. They want 
to know for sound business reasons. They want to 
produce shoes in the grades that will sell and they 
want to know are there more or less shoes sold at those 
prices with each passing year? 

What do we know about prices of shoes? We know 
that the average production price per pair in 1925 
was $2.86, in 1927—$2.54, in 1929—$2.56, in 1931— 
$2.05, in 1933—$1.56 and in 1935—$1.66. But as we 
have said before, averages are an abomination. 

We happened to ride up in the elevator in the Hotel 
Stevens, Chicago, in January, with five leading shoe 
men, no one of whom was listed less than a millionaire. 
By the law of averages, six millionaires rode up in 
that elevator; but let it be known, far and wide, that 
Ye Editor was only in the higher brackets by grace of 
the rising elevator. So why talk in terms of averages? 
They are not a true indication of anything. There is 
no such thing as an average American, an average shoe 
or an average price! 

In this week’s magazine LIFE, the statement was 
made: “American women bought 172,000,000 pairs of 
shoes last year. Fifty per cent of all women’s shoes 
sold cost less than $3.00; 46 per cent of all women’s 
shoes sold cost from $3.00 to $7.00; 3.9 per cent of 
all women’s shoes sold cost from $7.00 to $10.00 and 
0.1 per cent of all women’s shoes sold cost more than 
$10.00 a pair.” The percentages are meaningless, but 
that final 1/10 of 1 per cent sticks out like a boil on 
the price-conscious body of industry. It wasn’t really 
LIFE’s fault, because they got the figures from some- 
body in industry who was doing some guessing. 
Frankly, we don’t know what the percentages are and 
nobody else knows, definitely. But this we do know— 
that 1/10 of 1 per cent is ridiculous as a measurement 
of shoes sold to the public at more than $10.00 a pair. 
That would mean that only 172,000 pairs—and one 
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factory in Brooklyn, alone, produces 700,000 pairs—- 
(according to their own statement). And there are a 
number of other factories, serving in the brackets above 
$10.00, with very creditable production totals annually. 

We will dismiss the information with the statement 
that industry is responsible for guesses when it should 
be in the position of telling the facts. It wouldn’t take 
much money or time for an authorized individual, 
company or association to query the less than one 
thousand manufacturers as to the grades of shoes they 
carry and what selling price. Then a simple sampling 
of stores throughout the country would indicate main- 
tained mark-up and the deed would be done. When 
there is such a crying need for these figures, why 
can’t they be obtained? 

Now that percentages have been brought out into the 
light of the public eye, errors though they may be, 
the necessity must be apparent for some research. The 
government goes far enough in its collection of statis- 
tics. The trade must bear some of the burden. Too 
long has the statement been made: “Millions for ex- 
pense, ‘but not one cent for research in shoes.” Prac- 
tically every other industry has some sort of a research 
organization dealing with facts—not guesses, hunches 
and hopes. We would all like to know, year by year, 
the numbers of pairs sold in each bracket, not only 
for women but for men and children, too. We could 
then determine the trend and do something about cor- 
recting it. 

Remember, always, the American public can be sold. 
We can encourage an appreciation for better shoes 
and put the salesmanship back of it to increase the 
pairage sold at retail in all of the upper brackets. 
Without facts and figures, we drift. Perhaps we are 
actually making shoes in some brackets of price that 
would be an encouragement to other men to grade up 
and service up. Likewise, we may be making shoes 
and have shoes on merchants’ shelves that actually have 
no potential market in the future because the public 
bas walked away from certain types of shoes at cer- 
tain prices. 
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AND THE AIR STEP 
DEALER RANG UP 
ANOTHER SALE 





WOMAN steps on a pebble in ordinary 

shoes and says, “ouch!” She steps on a 
pebble in Air Steps and murmurs, “ahhh.” 
What's it all about? We'll tell you. By this 
simple test, a dealer demonstrates that smartly- 
styled “magic-soled” Air Steps guard against 
fatigue. “No wonder this line is such a sensa- 
tion! It gives women what they’ve wanted for 
years—shoes in which they are smartly clad 
and CAREFREE. It gives dealers what they 
have wanted for years—a line of STYLE shoes 
with a unique comfort feature which can be 
demonstrated. That’s why the Air Step line 
brings bigger profits, faster turnover, greater 
repeat business. There are a few franchises 
still available. A letter or wire will bring our 
representative with complete details. 


Unusual, attention-compelling ads like this one 


carry the story of “magic-soled” Air Steps to 
millions of women every season. 


Deowes Saos Gouge, © MANUFACTURERS © ST. LOUIS « 


Also makers of Air 
Step Shoes for men and 
Buster Brown Shoes for 


growing girls and boys 
Ba oO E +) 
































in a NATIONAL ADVERTISING CAMPAIGN * 


Millions of women . . . many of them your customers . . . will be reached 
by an impressive national advertising campaign introducing the ‘‘3rd 


dimension”’ jn shoe fittimg to consumers. This campaign will include: 


yy National Magazines—Vogue, Woman’s Home Companion 
3 Local Radio Broadcasts in 15 leading cities 

3 National Publicity in magazines and newspapers 

3 Special Store Promotions featuring Comfort Depth 

x& Store Display Material to build point-of-sale interest 


sk Newspaper Mats for retail store tie-in 


Only retailers who carry shoes made with Onco innersoles will benefit 
from this advertising. Buyers are therefore urged to specify Onco now 
and take full advantage of the sales opportunity this superior innersole 


offers. Brown Company, 420 Lexington Avenue, New York City. 


ONCO, ya 


Reg. U. S. Pat. Off. 












WIDTH and now... COMFORT DEPTH 


The Onco Snnersole makes possible the 34¢Dimension tn Shoe Fitting 
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A Sales Campaign That 
















Kedette booth, constructed originally at the Pizitz Store 
in Birmingham, is considered by the manufacturers of the 
line one of the most effective of its kind in the country. 
The shoes on the sides cling to the leather covering with- 
out any fastening and can be readily taken on and of 
just by lifting them up. It has helped in making many 
second sales, and sells many customers who are difficult to 
sell in the regular department. 


A FORTY per cent increase in business for the year 
1937 over the previous year was the enviable achieve- 
ment of the Pizitz shoe department, in Birmingham, 
Ala., under the management of Barney Owen. Between 
the time when Mr. Owen took charge of the department 
in June, 1936, and the following October, sales had 
shown a marked increase, and by the next Summer 
were running as much as 100 per cent over the corre- 
‘ sponding period in 1936. This remarkable increase 
was accomplished largely through a campaign, launched 
in the department in the Fall of ’36, when the entire 
sales force joined in a banquet and “pep meeting,” 
where the campaign objectives were outlined. 

Questions of departmental management and sales 
problems were frankly discussed, and salespeople were 
invited to contribute their own ideas. Besides an- 
nouncing the objective of the campaign, ways and 
means to attain it were discussed, all present being 
made to feel that each and every individual was per- 
sonally. concerned, and had a part to play. 

Some of the problems discussed at the campaign 
opening banquet, as well as during the regular twice- 


Succeeded 


H ow Pizitz Shoe Department, in Birming- 
ham, Ala., Achieved a 100 Per Cent Increase in 
Business as a Result, with a Net Gain of 40 Per 
Cent for the Entire Year of 1937 


by ESTELLE B. MARLOWE 


a-month “pep” meetings held throughout the cam- 
paign, were the turnover of customers, profitable use 
of the factory foot specialist and the X-ray, compensa- 
tion, extras and general salesmanship. Also, at this 
meeting, each salesman was made special head of 
some brand of shoes»handled in the department, dis- 
tributing responsibility and building interest in the 
department. 

“My idea in having the meetings and open discus- 
sions is good organization,” said Mr. Owen. “Good 
organization is more important than any other feature 
of a shoe department’s management. I rate the three 
ingredients of our success in business increase in this 
order, according to importance: 1. organization; 
2. merchandising; 3. selection of styles. 

“If a shoe department manager has a good organiza- 
tion, he is going to sell shoes. Good merchandising 
can draw customers, who may yet not be sold in a 
poor organization. Styles may be all they should be, 
and yet not be shown, or be shown improperly.” 

Following the banquet, the campaign for a one 
hundred per cent increase opened with a bang. Ten 
window displays timed in with a full-page ad to launch 
the campaign. Interior displays were put all over the 
store and allowed to remain in such places as ledges, 
shadow boxes by the elevators, even on other floors, 
and by the doors, also in combination with allied 
departments. 

Throughout the campaign a definite advertising pro- 
gram has been adhered to, outlined well in advance, 
with all plans completed for a tie-up of windows, in- 
terior display and news advertising—all ahead of the 
date set, as far as possible. 

“We don’t wait to be asked,” said Mr. Owen, “our 
whole program stands ready to tie in together days 
[TURN TO PAGE 46, PLEASE] 
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ALL CAROLYN SHOES 
MANUFACTURED UNDER 
U.S. PATENT NO. 1953048 


A nationally ad- 


vertised brand of 


women’s | j un | 
UW $ Here, at last, is a line of truly styleful shoes built to fit 


0 
/ | the so-called “arch-type” foot. Outwardly, they're smart 
footwear costume shoes, styled to the height of fashion. But con- 
cealed in the shank is a delicate spring-steel span ...wafer- 


with comfort fea- thin, feathery-light...that provides all the support any 
shoe can give, without bulk or clumsy elongated lines. 


CAROLYNS will be backed by a full-line In-Stock 

retail at service; by a powerful campaign of national advertising, 
and by a program of dealer service as extensive as any 
ever offered. 


fures... built to 


A showing of the line will convince you that 
CAROLYNS, at $5.00, are the biggest profit-oppor- 
tunity you've had since arch-type shoes were introduced. 
WRITE FOR YOUR SHOWING, TODAY! 


SEND FOR THE Carolyn 
CATALOG OF STYLES 
IN STOCK FOR SPRING 


SHOE CO. ENDICOTT, NEW YORK 











Patent leather shoes and accessories 
play a conspicuous part in the current 
footwear promotions 


WITH February well on its way, 
the trend of retail shoe advertis- 
ing is now definitely Springward. 
Spring colors, Spring styles and 
leathers to complement the Spring 
costumes are being talked about in 
the newspaper copy of the so-called 
“high Style” shoe shops and shoe 
departments, giving customers an 
early clue as to what’s new in shoes. 
Judging from present indications it 
promises to be a very interesting 
story, not only because the shoes 
themselves are interesting but also 
because the men and women who 
plan, lay out and write the adver- 
tising are clearly resolved to pre- 
sent their story for the coming sea- 
son in the most attractive and 
interesting way. 

At the moment, there seems to be 
a lot of promotion excitement over 
patent leather, particularly in New 
York. Reproduced herewith is a 
patent ad which I. Miller used to 
usher in the month, a striking pres- 
entation of the patent ensemble. 
But it’s only one out of a number 
of similar ads that appeared this 
same week in New York papers. 
For example, Saks Fifth Avenu> 
announced without qualification 
that “Nothing Goes with Prints like 
Patent,” and that’s a significant 
statement in a season when prints 
are as important as they give prom- 
ise of being this Spring. Two shoes 
were shown, one a high front 
“topknot” pattern, another a pierced 
patent pump with open toe. The 
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Shoe Ads Foreshadow 
Spring Fashions 


P atterns, Colors and Leathers for the 


Coming Season Featured by Fashionable 


Retail Shops in Smart Ads That Tell 


Their Story with Pictures and Captions 


former was advertised at $16.75 and 
the latter at $12.75. Handbags to 
match and a braided patent leather 
“pillbox” hat and veil hung with 
patent hearts were also included in 
the ad. 

Meanwhile, Bonwit Teller pro- 





New Spring leather colors, with match- 
ing handbags and accessories, are fea- 
tured in February advertising 


claimed “Plaudits for Palter De- 
Liso’s Pinhole Patents,” featuring 
them in an attractive advertisement 
as “high-lights for Spring suits and 
prints.” Three styles were illus- 
trated, priced at $13.75 and $14.75. 
“Patent leather is as much a part 
of Spring as flower prints and 
crisp suits,” the ad went on to say. 
“Nothing is so right with either. 
This year Palter DeLiso, skilled 
bottier, punctures his patents. Dis- 
cards the usual rigid treatment of 
patent leather. Puts a ruching ot 
patent over one instep. Poses a 
draped bow over another. Pulls the 
heel up in a point like the Devil 
Shoe. Laces one up the side. Here 
is a collection of great, chic, 


- Spring-inspired.” 


Macy’s had a special demonstra- 
tion of non-cut Tango pumps, with 
Fred Wagner, the inventor, in at- 
tendance, and advertised the event 
both in the Sunday newspapers and 
in a window display featuring an 
assortment of these pumps in gleam- 
ing black patent. 


ASIDE from black patent, the new 
brown and tan shades, or the classic 
shades of these colors under new 
names, are possibly most prominent 
among the Spring promotions. We 
illustrate an advertisement by Saks 
Fifth Avenue featuring their “Ital- 
ian Tan” in a variety of the newest 
shoe designs and handbag shapes. 
“Light and warm as sun on brown 

[TURN TO PAGE 49, PLEASE] 
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THESE SCUFFLESS HEELS 
really SELL SHOES! 





MY LAST SIX 
CUSTOMERS 
all ASKED 

FOR ’EM! 


HERE'S a good reason why women 
want shoes with scuffless heels. 
They realize that scuffless heels will 
keep their shoes looking new. They 
know that scuffiess heels won’t check, 
crack, or scuff. 
What’s more, heels covered with Du 
Pont’s Scuffless “Pyraheel” plastic heel 
- covering aresmart-looking. Theymatch 
perfectly. They’re made in various 


effects and finishes. They keep their 
new-looking appearance. They’re 
scuffless! 

Have your clerks point out that here 
at last is a way to remedy scuffed heels. 
It’ll help clinch extra sales. Ask your 
manufacturer forscuffless heels on your 
next order. We'll be glad to send 
samples and fur- 
ther information. 


_ Sweaty “PNRAMEEL" SCUFFLESS HEELS 


6.1. DUPONT DE NEMOURS & CO., INC., PLASTICS DEPARTMENT, INDUSTRIAL DIVISION, ARLINGTON, NEW JERSEY 




















Modern Shoe 
Store Interiors 




















AND it will be the 
most beautiful and sincere presentation of Spring 
and Summer merchandise ever put between two 
covers for an eagerly waiting and very responsive 
audience. Judging from the three hundred or more 
samples from America’s finest manufacturers of 
men’s, women’s and children’s shoes submitted to 
us for photography, it looks like the most color- 
ful season that shoe retailing has ever had. Because 
of the diversity of new patterns and novelties, 
heavy, if delayed, buying is assured. 


A Chilton 
239 WEST 39TH STREET 


All The Best 








In Shoes For Early Promotion 


And Summertime Wear 





Merchants are aware of a greatly increased 
tempo in styling and will look to this presentation 
as a last minute Check-up of Fashion and a Buying 
Guide for their entire Spring and Summer pro- 
gram. More elaborate and beautiful illustrations, 
color and finer printing greatly increase the reader 
interest in this issue. Advertising in this’ great 
issue, conceived in its fashion spirit, is assured of 
dividends from this increased reader interest. Ad- 
vertising forms close February 19th. A prompt 
reservation for color advertising is advised. 


Publication 


NEW YORK CITY 
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Independents “Hold Their Own” 


[CONTINUED FROM PAGE 21] 


ing its low point, H. E. Hamilton died. 
He left two sons, Donald and Richard, 
college bred and on the point of strik- 
ing out for themselves, with no inten- 
tion of running a shoe store. Donald 
cut his college course short and Richard 
soon finished his course, and the two 
buckled down to the task of running a 
business about which they had much 
to learn. It took a year to get out of 
the worst of the depression and another 
two years to arrive at good going. 


A Modern Family Store 


Years 1936 and 1937 were attended 
with smooth sailing for this store, with 
general business good in the town, and 
valuable lessons learned by the Hamil- 
ton brothers from the experience. 
Meanwhile a good deal of modernizing 
work had been done, and today their 
store stands as a fine example of a 
small-town shoe store, with neat twin- 
window displays for men’s and women’s 
lines, a good show of accessories in 
front and _ capacious, well-stocked 
shelves in the rear. One of the rules 
is to date every item of merchandise 
when it comes into the store, and to 
know precisely how well each line is 
moving. If any items lag, the price 
is adjusted to make them move, and 
an alert eye is maintained for cus- 
tomers whose fancy or needs may 
thereby be met. There are no adver- 
tised special sales. A modern per- 
petual inventory system is used and 
credits handled conservatively. 

Florsheim and Wilbur Coon lines 
are leaders in better grades at the 
Hamilton store, with lower-priced lines 
distributed among various popular 
makes. Good balance is maintained 
between town and rural trade and the 
better and popular-priced lines. The 
popularity of the brothers, who grew 
up in the store to a certain extent, is a 
big help, and a hook-up with Dunham 
Bros., wholesale house in Brattleboro, 
Vt., 10 miles away, enables stocks to 
be got promptly. Both brothers wait on 
the trade and employ two. men and one 
woman clerk. Stocking sales run to 
good figures. 

W. L. Goodnow Co. conducts a men’s, 
women’s and misses’ shoe department 
on the main floor of its store; with 
Walkover and Enna Jettick lines fea- 
tured. Although it does not occupy a 
great amount of space, stocks are of 
sufficient variety and size to meet the 
demands of all contingents, including 
Winter sports fans. This store has 
built up a very good trade in staple, 
general service lines, and business in 
the shoe department increased about 
- 15 per cent in 19387, according to 
Ernest L. Benoit, department manager, 
with no marked effects of the business 
recession that started about Sept. 1 


in that town. Enna Jettick shoes 
though not the major factor in the 
store’s total trade, are said to have 
shown a 75 per cent gain in two years. 

Mrs. Lou Kavanaugh runs a success- 
ful small store for women’s and chil- 
dren’s shoes, just off Main St. It has 
been in operation three years. She has 
built her trade on 23 years’ previous 
experience in selling shoes, of which 
18 years were in the W. L. Goodnow 
establishment. She opened her store 
just as times were picking up and has 
made increasing gains, with 75 per 
cent of her trade within the town 
limits. She turns her stocks over five 
or six times a year, and all slow-movers 
are marked for quick sales. 


Acquaintance Brings Business 


Cheeriness and poise are strong 
assets of Mrs. Kavanaugh, along with 
the many personal ties formed with 
the townspeople. Many of them she has 
waited upon from their childhood up. 
Her graceful, cordial manner puts the 
customer at ease, while she concen- 
trates atténtion on the fitting process. 
This includes both close examination 
on her part and a searching inquiry of 
the customer as to how the shoe bears 
on every part of the foot. She has 
learned that such thoroughness is par- 
ticularly necessary with children, who 
are too likely otherwise to accept an 
unsatisfactory fit. “One of my chief 
aims,” she says, “is to preserve my 
patience at all times, never permitting 
my temper to be ruffled, regardless of 
any indecision or unreasonableness on 
the customer’s part.” 

Another policy of Mrs. Kavanaugh 
is to be on cordial relations with all 
competitors. She has a good class of 
trade, including the employer and re- 
tired element, skilled mechanics’ and 
clerks’ families and the more discrimi- 
nating of the foreign-speaking ele- 
ment. Considerable attention is given 
to orthopedic shoes, and the Treadeasy 
and Air-Tread lines are carried. An 
increased business is done in stockings 
and a year-round trade is had in slip- 
pers. She employs one clerk. 

Dr. W. P. Fleury has served a grow- 
ing trade with corrective shoes during 
the past two and a half years in a 
small ground-floor store on Main St. 
He has the Franklin county agency 
for Health Spot and also carries the 
Buster Brown line for youngsters. He 
got into the shoe business by the chi- 
ropodist route, also taking a physio- 
therapy course. He considers a small 
town a very good field in which to 
develop a trade in orthopedic shoes. He 
had considerable experience as a shoe 
salesman in a larger town before he 
set up his business. He was anxious 

[TURN TO PAGE 49, PLEASE] 
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O-2dsize 
C-ales! 


When you find a foot that is 
almost impossible to fit—and 
it looks like the sale is “‘sunk’’ 
—call Trimfoot to your rescue. 


Trimfoot, slipped into the 
shoe, will save the sale. 


But that’s only the beginning. 
Every time a hard-to-fit foot 
is comfortably fitted, you 
have gained another steady 
repeat customer for your store. 


Let Trimfoot save sales for 
you. Send for your free 
sample pair today. 


Costs you $600 Dozen Pairs 


Retails $1.0 Per Pair 


——_ 


‘frimfoot 


1,12 7-08 Dn O1O}\) 8 7-0 DG 
ST. Louris, Mo. « WALSALL, EN‘ 


Ltd... Hamilton, Ont 
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SHOE MEN PLAY LEADING PARTS 


DANIEL C. ROPER 


Secretary of Commerce, Who Welcomed 4,000 “Small 
Business Men” to Meeting in Washington. 


WY ASHINGTON—Shoe retailers, wholesalers and 
manufacturers were well represented at the two-day ses- 
sion of the “small business men’s conference” held in the 
Department of Commerce Building Feb. 2, when more 
than 1,000 individuals from 44 states responded to an 
invitation from Secretary of Commerce Roper and 
President Roosevelt to talk over the present business 
recession. 

Named as permanent chairman of the largest group 
conference was Fred Roth, president of the Whitney 
Roth Shoe Co., Cleveland shoe jobber, who followed 
to the microphone after welcoming messages were read 
by Secretary Roper and RFC Chairman Jesse Jones. 

“I do not believe that this Government is hostile to 
business, big or little,” Mr. Roth said in his opening 
statement. “I do submit, however, that these laudable 
ends of getting the small business man’s point of view 
on how to end the recession are not served by men in 
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IN 


“SMALL BUSINESS” 


CONFERENCE 


Fred Roth, Shoe Wholesaler of Cleve- 
land, Chosen Permanent Chairman of 
Largest Group Conference and Heads 
Committee of Twelve Which Called on 
President Roosevelt to Submit 23-Point 


Program for Business Recovery. Patter- 
son Shoe Retailer Pleads for Easier 
Loans to the Small Business Men. 


high positions who go about the country threatening 
business men.” 

Mr. Roth later headed the committee of 12 which 
called on President Roosevelt to submit the conference’s 
23-point program for business recovery. 

“Participants in this conference have earnestly dis- 
cussed the ills that afflict them as small business men,” 
Mr. Roth told the President in a prepared statement 
read to the Chief Executive. “They have given freely 
of their time in an earnest effort to assist in finding a 
way to complete prosperity with the full belief that 
their opinions will be given full consideration and that 
your concern in this matter is as great as their own.” 

The Conference recommended that a permanent 
small business council be established to represent small 
business enterprises with equal regional representa- 
tion. In addition, its program called for the following: 

Loans to business—creation of governmental ma- 
chinery for making loans wherever existing financial 
institutions are unable to function; 

Taxes—broadening of the income tax base and sim- 
plification of all taxation forms including social se- 
curity; reduction of unemployment taxes in stabilized 
industries; modification of the capital gains tax; repeal 
of the undistributed profits tax; 

Monopoly—strengthening and enforcement of laws 
curbing monopolistic practices; retention of principles 
of the Robinson-Patman, Miller-Tydings and State Fair 
Trade Practice Acts; further legislation to curb de- 

[TURN TO PAGE 55, PLEASE! 
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THIS SHOE MERCHANT (bars AN ACCEPTED LINE WITH (Vroven 
Feclurcs... and BACKED BY CONSISTENT NATIONAL ADVERTISING ¢& 
















customer wants Style... 


Ct... aNd e 

















With all oven Built-in 
leatures lor 4<atwnal 


loot Health Nelling 


\ow Priced 
toAcelail at 


, 9 to $6 





See the Natural Bridge Line, 
M.A.S.R.A, Convention, Ben- 
jamin Franklin Hotel, Rm. 594 
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SOFT BOX TOE 


AND COUNTER 
~MATERIAL 


For Shoes in which special 
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flexibility of Toe and Counter 


is desired 


This material gives extra pliability to 


the heel and toe portions of shoes. 


The use of this material in children’s 
shoes is the logical means of secur- 
‘ing desired strength with more than 
ordinary flexibility at toe and heel. 
Shoes made this way will appeal to 


parents for young and active feet. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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GABARDINE 
SATISFACTION 


IVING satisfaction from a utility point of view is the 
first requisite in any material—giving fashion satis- 
faction is next in importance. Both are to be found in 


our GABARDINE. 


O. 1460—fine twill GABARDINE—is the important 
number and quality,—it has a beauty, richness of 


appearance and wearing quality all its own. 


Gi be cleaned readily—with 


brush, soap and water or benzine and similar cleaners. 


J. EINSTEIN, INC. 


ONE PARK AVENUE NEW YORK CITY 


Sample books on request 

















~ 





Easter Dress Rehearsal 
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Many costumes, dark and light, will be accented this season by one of the glowing 
copper tones such as Parisand used in these shoes, gloves and bag. Photo: Courtesy 
of L. Bamberger. 


Novelty Color Promotions 


Fourth color place in clothes goes to 
blues other than navy. Without ques- 
tion this is the novelty color range of 
the year. Parisian blue (lighter and 
more purple than navy) is important 
here and calls for Parisian blue shoes 
to match. 

When a Fifth Avenue store (Lord & 
Taylor’s) recently had their customers 
vote on their favorite novelty color—a 
soft, quite light, blue led by a wide 
margin. And this straw vote shows 
which way the popular wind is blowing. 
This “sentimental,” grayed blue is the 
most talked-about blue for Spring. With 
these blues, of course, marine blue 
shoes. Or black. Or rust. Plain or 
émbré gray shoes fit in here, too. And, 
for very new and attractive contrast 
the berry shades. 

Whenever you have soft blues, it 
seems, soft rose shades tag along, too. 
Last year’s drab-looking rose shades 
are supplanted this Spring by gayer 
tones ... with names like “hedge-rose”’ 
and “gum-drop.” For these blue shoes 
first, black shoes, and for special color 
blending—berry colored shoes. 

A flurry of violet shades is bound 
to come ... is already being promoted. 
But’ the feeling is that it will be a 
flurry not a volume fashion. Greens 
bring up the rear, along with gray. 
Dark grays in strictly tailored suits 
are of high style significance. Middle 
and lighter grays in costume fashions 
are not important enough to make 
matching gray shoes a factor. 

In many costumes, related colors are 
combined . . . two or three tones of 
rose for instance, or two or three tones 
of blue are used together. The woolen 
house that promotes them most en- 
thusiastically calls these related tones 
“Mezzo-tones”—because of their muted, 
softened-down character that makes 
such combinations wearable in town 
(shoe fabrics are being sold in these 
same combinations). 

Strong arguments in favor of colored 


shoes this Spring are two new types 
of costumes. (1) The light colored coat 
worn with a dark dress which makes 
a colored shoe to match the coat in- 
teresting. (2) The popularity of light 
wool dresses and soft little suits in 
colors. 

Dark shoes trimmed with pipings of 
color also fit nicely into this picture. 
The acceptance of color in ready-to- 
wear fashions give you every excuse 
for playing colored shoes along with 
the staples this Spring—if you had the 
courage to buy them and—what’s more 
important—the courage of your con- 
victions in selling them! 


Silhouettes and Details 


The typically new coat silhouette is 
straight and boxy this Spring, with 
the Tuxedo style important (two long 
revers down the front). Still plenty 
of fitted coats, however, both in tailored 
reefers and dressy types. 

Lots of redingotes, or coats that open 
from hipline to hem to create a costume 
suit effect. Zippers are often used in 
the closing of these coats. The red- 
ingote is a favorite style for the light- 
colored coat over the dark dress, as 
well as the usual dark over light treat- 
ment. 

For these costumes the dark shoe 
trimmed with a touch of light or the 
colored shoes with dark trimming are 
a particularly good suggestion. 

The popular suit of the season is 
softly tailored with dressmaker touches. 
Lots of piqué trimmings. Boleros are 
very important, often worn with sash- 
wrapped waistlines.. Here’s another 
opportunity to tie in color or color 
touches in shoes—with these bolero 
sashes in bright colors, stripes or 
checks. 

The strictly tailored suit will not be 
as much of a “Ford” as it was last 
year, but goes back to its classic posi- 
tion. Bright “junk jewelry” lapel orna- 
ments are the 1938 detail in these plain 
tailored suits. 
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Most coats and suits are furless. On 
the dressy ones, fox in various dyed 
tones of the blue fox family is the 
favorite, while detachable silver fox 
searfs carry on. 

No change in skirt-lengths. Still good 
and short to give shoes every chance! 
Sleeves are strongly emphasized. High 
style notes are balloon sleeves, full and 
bloused and bracelet length sleeves that 
reach below the elbow and are draped 
like gloves. Short, puffed sleeves are 
the volume fashion for dresses and are 
sometimes seen even on costume suits. 

The most obvious tie-up between cos- 
tume and shoe silhouettes is the V- 
neckline, high about the throat but 
dipped in front, right in step with V- 
lines in pumps. Square and _ heart- 
shaped necklines are also important 

. a lowered line in general. 

Pleats and tucks are widely used. 
A very full-bloused bodice and full- 
pleated skirt is being promoted right 
now in extreme versions and will carry 
on in other “skirtwaist” type dresses 
throughout the season. 

Spring wouldn’t be Spring without 
prints. But competing strongly with 
prints this year are all these sheer 
woolen dresses in light, novelty colors. 

The new notes in prints are 
“crowded” patterns that leave little 
background or small, spaced motifs 
both of which make up well with 
pleated skirts. And stripes, stripes, 
stripes are everywhere ... in print 
dresses, in touches on suits, in hats 

. . in everything. 





Buffalo Retailers Hold 
Successful Affair 


BUFFALO, N. Y.—“Get Acquainted 
Night,” an event which had been un- 
der consideration since the annual 
meeting and carefully planned, was 
successfully staged by the Buffalo Shoe 
Retailers Association, January 31, at 
the Pythian Temple. The program, 
which was a series of interesting sports 
events, was attended by one hundred 
and fifty retailers, wholesalers and 
traveling men. 

Five boxing and the same number 
of wrestling events, bowling and “bow- 
letting” were the main events with the 
contestants not under rules of the 
A.A.U. The party continued until 
38 a.m. and was under the di- 
rection of Harry J. Deters, general 
chairman, assisted by Ollie LeReau, 
George Seifert, Fred Manning and 
Jack Jacobs. The door prize was won 
by M. J. Fornes. President Jack Jacobs 
was referee of the boxing and wrestling 
bouts. Jack Schmahl and M. Santer- 
cole were timers and Samuel J. Dickey, 
judge. Liquid refreshments were on 
tap all evening and at 10 p. m. a 
buffet luncheon was served. 

One of the attractions, not on the 
regular program, was the appearance 
of George Cooke, who, until that night, 
enjoyed the reputation of being the 
shoe retailer’s heavyweight. He was 
introduced to his fellow retailers as a 

[TURN TO PAGE 51, PLEASE] 
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PLAN NOW FOR RUBBER FOOTWEAR PROFITS 
NEXT SEASON! 
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RAINTOGS — A new and different line of high style 
dress footwear. Attractive surface textures designed 
for the consumer who wants ultra-smart style. Priced 
to provide an opportunity for real profits. Styles 
in galoshes, light rubbers, and oxfords. 


RUBAFLEX HEAVY DUTY FOOTWEAR: Genuine 
Hood Rubaflex footwear for the heavy-duty market. 
Wear without weight, flexible, stretchable, and com- 
fortable—features your customers want and for which 
they will be willing to pay you a profitable price. 





THE 1938 LINE OF 


=-}1i00bD— 


RUBBER FOOTWEAR 


MERCHANDISE FOR 
EVERY TYPE OF MARKET: 





These are only a few of the specialties 
offered by Hood for 1938. The line is 
complete with staple and specialty styles 
which will meet the demands of your trade. 





HOOD RUBBER COMPANY, INC., WATERTOWN, MASS. 


Branches at: Atlanta, Baltimore, Boston, Chicago, Cincinnati, Cleveland, Dallas, Denver, Detroit, Kansas City, Los Angeles, 
Minneapolis, New Orleans, New York, Philadelphia, Pittsburgh, Providence, St. Louis, Salt Lake City, San Francisco, 
Seattle, Syracuse. 
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Everyone Passing 
is a Possible Prospect 
SELL THEM 






DISPLAY CARD SAMPLES, HARMONIZING TICKETS 








— and SELLING MESSAGES SENT ON REQUEST 
Appropriate lily design on 1 4 
background of shell pink, snappy and informative selling messages 
deep lavender and yellow. each month for men's, women's, children's shoes, 
Ticket in harmonizing shades. women's hosiery, store service, fitting, quality, styles. 






Single cards, 60c each—without text, 35c¢ each 
(PRICES FOR MONTHLY SERVICE SHOWN ON OPPOSITE PAGE) 






ATTRACTIVE HAND LETTERED PRICE TICKETS 


In popular denominations and blank. Samples of in-stock 
tickets available. 


WITHOUT STORE NAME: 6 dozen, $1.10—12 dozen, $2.00 
WITH STORE NAME: 100 tickets, $3.00—200, $5.00 
CHECK WITH ORDER, PLEASE, UNLESS C.0.D, PREFERRED 


















MERCHANDISING AIDS 













Pouy Cup Polly Clips 
Pouy Tickets For Price Tickets—Adjustable 
—Tilt at any angle. 




























CARD HOLDERS 


Two styles available: Natural 
wood finish as__ illustrated 
above; or oval base-burnished 













Recorder Stock Record s F 


for shoe cartons. Cyclone clips 


















gold—three color trim. These Real View 4 
modernistic holders take any SHOE HOLDER included. —— 
size card, and harmonize with ps Seen: 






the finest window display fix- 
tures. 
























Supplied with annual services. Polly Shoe Holder oa .- 
To display arch, branded, and Peace. a 
fibre-sole shoes. Always re- epee: Dee 
mains in upright position. and 
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FEATURE POINTERS 


precisely point out in-built values. These 
ARROWS are obtainable in two combina- 
tions: corn with green border, or buff with 
green border. Choice of forty selling 
phrases, or blanks. 

















(Cross out 


12 dozen (printed or blank) .... $2.00 
6 dozen (printed or blank) .... 1.10 
| dozen (printed or blank) .... 0.25 

SPECIAL: 


PPTTTITTTTTT ttt tte rr) 


Combination of one gross Polly 
Clips and one gross Arrows, only 


SAE ESS 


ANNUAL DISPLAY CARD BE: 
SERVICE INCLUDES 


EXCLUSIVE FRANCHISE with annual card service to one merchant in an 
average size town, suburb or city shopping center. : 


STORE WINDOW BULLETIN supplies merchandising and display suggestions 
each month. 


SPECIAL CARDS, with wording as wanted. 


EXCHANGE OF CARDS: Annual card service subscribers may exchange any 
cards received for others of the current month, whose text better covers 
their merchandising program. 





PRICE TICKETS: Blank tickets, harmonizing with the current month's cards, 
supplied free. 


IMPRINTED PRICE TICKETS with prices as wanted, to assure well blended 
trim, are 35¢ per fifty, additional. 


lines not carried.) We wish IMPRINTED TICKETS @ 35¢ per fifty, in following 


quantities and denominations: 


OWNER Ss 
SR —E>E>E>~=“™_ _ >|>|>|>|>|E->>=>=EEE~E==|=__|====Eap=a@™n"ES__=====S=S=== 


We sell Men’s, Women’s, Children’s Shoes and Women’s Hosiery. 


DV [EEE eee 


STORE NAME 























FOR ANNUAL SHOW CARD SERVICE 


























DOE MONOM~ ees se + © 

=o. x~tVneo £2865 

SERVICE | MONTHLY CARDS HOLDERS BLANK éeusgs ee 8oerss 

TICKETS Feer7SHr Else wet 
“—_ 

No. | $5.00 12 6 100 eos aS SESESSaSss, 
SSUES” o8esettas 
ences £tcsse*sges 

No. 2 * 4.00 8 4 100 SCL. GLSSESIOLA2g a” oo 
Sete lFAseecvdgo wPe* 

: $° :S285= 35,955 9P 
No. 3 3.00 6 2 50 : Peo pear STEELS 
2iiegrS°Ssseeee° 
: eo :ik¢ 8% e 
s ee ° o 2 
No. 4 2.25 4 2 50 + IS PERSES oe se 
: ee °° 
i Pee SSEESHSSERES 
i 


taal SERVICE ania 


7FOR ITSELF + IN Boe 09 © SHOE 
) 
INCREASED BUSINESS OT ee 























/Micl (ov port Now! eal S-STATE ST: CHICAGO ILI 























SIZE: 1/2” x 2%4”—Prices on opposite page. 


: z Cheek, with order, please, unless C.0.D. preferred 
: = 8 es ££ & ' 
; Ssarssseesss 
° swsenegnovt $= 
‘ kh © 2c © oy) 
$ 5 SuS58a9 18S 
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‘ $esetszeco §22 
“Z"; Beige board. “J”: White board. “U": White beard. “K”: White board. | SAB, @aaert: ts 
Design in orange Design in two shades Design in sea green Design in blue and ; ( ) — £ « 2 ee og rf : ef 
and green. of green. and burnt orange. yellow. ‘ ow = es 3 a 
; 
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2. Customer 


her children wear, she finds England Walton fibre- 





She knows that good sole leather breathes, giving 





the natural ventilation that her children’s busy feet _ sorted soles—accurately matched for tanning qual- 






require . . that it furnishes ample support for their _ ity, strength and pliability. And because the fibre 






thin young ankles . . that it allows growing bones __ constructions are identical, she gets equal service 






in the foot to function freely. On the shoes value in each sole of a pair. 













ENGLAND WALTON DIVISION 
A. C. Lawrence LEATHER Co. 









Boston New York Philadelphia Chicago 
St. Louis Milwauk San Fi 


















SHOE MANUFACTURERS 
Prefer England Walton Soles 










They find that these soles — 
which are carefully matched 
by fibre in the sorting opera- 
tion—stand the strain at the 
upper equally well, both soles 









being strong enough to take 
the stitching and hold it. 






a ele de ee 











The photo-elastic picture above shows how the tightly in- 
ter-laced fibres of two England Walton soles take the stress 
of flexing — at right two soles with dissimilar fibre con- 


RNG WALTON nen 


CUT SOLES anv SOLE LEATHER + PURE OAK BARK TANNED 
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Shoe Yeuss 


THIS WEEK IN THE SHOE TRADE 
SATURDAY, FEBRUARY 12, 1938 


NATIONAL NEWS 





Factories Speed Up With Increased Orders 





Increasing Spring Shoe Orders Lift Factory Production 
Schedules—Increase Most Noted in St. Louis Area 


St. Louis, Mo.—Sharply increased 
orders for Spring footwear during the 
past three weeks has resulted in a 
sudden upturn in shoe production in 
St. Louis factories, most of which are 
now running at full capacity, according 
to a recent survey of the situation by 
the New York Times. Factories in the 
East have also noted steady increases 
in production. In England, there has 
been a steady rise in operations, with 
factories receiving new orders daily. 
Operations in the New York area have 
also shown steady improvement, but 
gains have been spotty rather than 
general in this district. 

Continuing, the Times stated: 

“Several large manufacturers in the 
St. Louis area have sold their produc- 
tion of Spring numbers through March, 
and a few are unable to take additional 
business for delivery before the end of 
April. Manufacturers in Brooklyn and 
New England also have experienced a 
sharp increase in sales, although not as 
pronounced as that in the St. Louis 
area. 

“The upward movement was regarded 
as significant because of the fact that 
the shoe industry, with cotton textiles, 
was among the first industries to suffer 
from the deflation that followed inven- 
tory accumulation last’ year. In the 
last four months of last year, inven- 
tory liquidation by retailers kept them 
out of the market almost completely, 
and the effect was a sharp drop in 
factory operations, which previously 
had been running substantially ahead 
of 1936. This shut off buying of leather 
and hides, with the result that raw 
material values dropped 40 per cent 
in the four months. Total production 
last year gained 18: per cent despite 
the decline in the last four months, but 
retail sales held about even. 

“Selling offices here attributed the 
increased business of the last two weeks 
to a concentration of orders which fol- 
lowed the slow start for the Spring 
season. Buyers who in other years had 
usually laid down commitments for the 
bulk of their Spring requirements in 
early December merely sampled at that 





DATES TO REMEMBER 


Middle Atlantic Shoe Retailers Asso- 
ciation Annual Convention, Benja- 
min Franklin “Hotel, Philadelphia, 

Pee eee se February 13, 14, 15, 1938 

Monthiy Shoe Buyers Days, Chicago 
Shoe Travelers Association, Hotel 
Morrison, Chicago, III. 

Feb. 28, March 1, 1938 

Buffalo Shoe Show, Buffalo Shoe Re- 
tailers Association, Hotel Statler, 
Buffalo, N. Y. ........ March 6, 7, 1938 

Official Leather Opening, Tanners’ 
Council of America, and N.S.R.A. 
Style Conference for Fall, Waldorf- 
Astoria Hotel, New York 

March 28, 29, 1938 

Fall Showing Shoe Fashion Guild of 

America, Hotel Biltmore, New York 
May 2, 3, 4, 1938 

Illinois Shoe Travelers and Retailers, 
Annual Convention, Pere Marquette 
Hotel, Peoria, Ill....May 15, 16, 17, 1938 

Pacific Northwest Shoe Retailers Asso- 
ciation Convention, Multnomah 
Hotel, Portland, Ore. 

May 30, 31, June 1, 1938 

Midwest Shoe Fair, Netherland Plaza 
Hotel, Cincinnati, Ohio 

June 5, 6, 7, 1938 

Boston Shoe Show, New England Shoe 
and Leather Association, Hotel Stat- 
ler, Boston, Mass....... June 6, 7, 8, 1938 

Annual Convention, California Shoe 
Retailers Association, Hotel Oak- 
land, Oakland, Calif...June 6, 7, 8, 1938 

Iowa Shoe Fair, Iowa National Shoe 
Travelers Association, Hotel Fort 
Des Moines, Des Moines, Towa 

June 12, 13, 14, 15, 1938 

Annual Convention, National Leather 
and Shoe Finders Association, Con- 
gress Hotel, Chicago, Ill. 

June 20, 21, 22, 23, 1938 





time this season, and early in January 
their reorders were slow. With the 
approach of the retail season orders 
were released simultaneously by so 
many stores that the factory delivery 

situation tightened. 
“Production has turned sharply up- 
ward, and most St. Louis factories now 
[TURN TO PAGE 44, PLEASE] 


Philadelphia Travelers Meet 


PHILADELPHIA, Pa.— The Philadel- 
phia Shoe Travelers Association held 
their annual meeting on Jan. 29 at the 
Hotel Adelphia, this city. Louis Zuroff, 
president, was in the chair and a good 
representation of the members were in 
attendance. 





PAUL S. LIPPINCOTT 


The meeting, following the usual cus- 
tom of the association, was a luncheon 
meeting at which the members were 
guests of the association. A varied 
and interesting entertainment program 
accompanied the luncheon. 

At the business meeting which fol- 
lowed the luncheon, reports of the com- 
mittees and officers were read, these 
showing that unusual progress has been 
made in membership and in the employ- 
ment and style committees, both under 
the direction of Frank Oberfield. 

The election of officers was the final 
official act of the meeting. Paul S. Lip- 
pincott was elected president, Joseph H. 
Goldstein, vice-president, and Edwin J. 
Paden, secretary-treasurer. 

Louis Zuroff, retiring president, was 
elected a director with Frank L. Fitz- 
patrick and Frank Oberfield. Charles 
A. Seanlon and Sidney Horowitz con- 
tinue as directors of the association. 















Mantfield 


WORLD FAMOUS 


ENGLISH SHOES 


Now Carried IN STOCK 
HERE 










Full. Wing Tip Stocked in 
Brogues, with Widths Sizes 
double soles. On A—8-12 
the famous 119 B—7-12 
2 at Tan pa 
D—6-12 


ONE OF MANY STYLES 
WRITE FOR CATALOG 





DISTRIBUTING DEPOT FOR U. S. A. 


MANFIELD & SONS 
1636 Ransiead S#. 


PHILADELPHIA, PENNA. 
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No end to SHU-SHINE sales 
and profits. Smart cartons 
make sales. Fine quality keeps 
customers satisfied. SHU- 
SHINE never harms leather 
or fabric . . . perfect for 
fine shoes. In tube, bottle, 
jar or Dandee Duster. Order 
from your regular jobber. 
OSMIC CHEMICAL COMPANY 


Tailot- Made for the Shoe Thade!/ 
\7 


SHU- SHINE THE PERFECT 
WHITE SHOE CLEANER 
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Factories SpeedUp With 
Increased Orders 
(CONTINUED FROM PAGE 43] 


Birthday 


are running at full capacity, which is 
in sharp contrast to conditions in De- 
cember, when many were running on 
two or.three day schedules weekly and 
some were closed entirely. 

“For the industry as a whole, it was 
estimated yesterday that January out- 
put would be close to that.of a year 
ago, whereas. in November and Decem- 
ber operations were well under the 
comparable period of 1936. 

“The increase in shoe operations has 
been reflected in the leather markets, 
where the tone for most grades is firm- 
er, and in the calfskin division sales 
have increased sharply. Some tan- 
neries, it was said, have stepped up 
operations and still are unable to take 
spot orders. Calfskins were said to be 
by far the most active of leathers used 
for uppers.” 





Beachcraft in New Location 


New Yorx—The Beachcraft Sandal 
Company, manufacturers of sandals 
and beach footwear, have moved from 
388 W. 18th Street to new and more 
spacious quarters at 10-12 Jones Street. 

J. C. Marks is head of this firm and 
Henry" Underberger is factory super- 


intendent. Mass. 


H. A. Ely Celebrates 80th 


Boston, Mass.—H. A. Ely, dean of 
Boston leather merchants and one of 
the leading economists of the industry, 





H. A. ELY 


celebrated his eightieth birthday on 


Feb. 6 at his home in Newton Center, 
On the first of the year he had Joseph Kahn. 





retired as head of the New England 
office of A. F. Gallun & Sons, Milwaukee 
tanners. 

Mr. Ely started to work on Aug. 26, 
1876; and among leather firms with 
which he was connected while a young 
man, were McConnell & Gardner, N. 
W. Rice & Co. and William Quirin & 
Co., all of Boston; and the William 
Becker Tanning. Co., of Milwaukee. In 
1894, he made arrangements with A. F. 
Gallun & Sons to open a Boston store 
for the sale of Gallun calf leathers. 

His retirement, on Jan. 1, brought to 
a close a more than sixty-year business 
career, all spent in the leather industry 
and practically all in the calf leather 
division. 




















Russell Frownfelter Promoted 


Los ANGELES, CALIF.—Russell Frown- 
felter has been appointed assistant to 
buyer J. H. Ferguson in the women’s 
shoe department of the May Co. This 
promotion comes. to Mr. Frownfelter 


as a reward for the good work accom- 
plished while as a salesman on the 


floor in this store. 















Manages New Shoe Shop 


Panoxer, Fra.—C. A. McIntosh, a 
well known shoe man of West Palm 
Beach, has come to Pahokee to manage 
the new Kahn Shoe Shop owned by 
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GOODYEAR 





V more PEOPLE 
WALK ON GOODYEAR 
HEELS THAN ON 
ANY OTHER KIND 








@ Manufacturers are proud to give their 
shoes the “finishing touch” of either 
one of these two fine Goodyear Heels. Even though it costs them more 
to do so! ... They know these tough handsome heels, with their part- 
of-the-shoe appearance, add to the good looks of even their finest 
shoes ... But it’s more than a matter of pride! ... Experience has 
proved to these manufacturers that these heels help you sell their 
shoes ... So, it pays them—as well as pleases them—to supply you 
shoes fitted with the Goodyear Custom or the Goodyear Wingfoot! 


THE GREATEST NAME wane IN RUBBER 





—— : TE TENTS CE ET 
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PUT YOUR MONEY 
ON THE 


WIN 


In the business of selling men’s street and 
dress shoes experience shows you can’t go 
wrong if you stock shoes of genuine Kanga- 
roo. Kangaroo is a winner from the start. 
17% stronger, weight for weight, than any 
other leather known, it offers durability, long 
wear, and strength, with a lightness and a 
-pliability that bring active feet home again in 
the evening as happy as when they started out 
for the day. 





For those aggressive retailers who not only 
want to pick a winner, but who also want to 
get behind it and push it up to new heights, 
to bigger sales, to extra profits, the Kangaroo 
Association offers suggestions and helps for 
advertising and merchandising. Write for a 
copy of our “Daily Sales.” Address your re- 
quest to the Kangaroo Association, 9th & 
Westmoreland Streets, Philadelphia, Pa. 


Genuine Kangaroo is tanned in the United 
States of America by The Surpass Leather 
Company, Philadelphia, by the Richard Young 
Company, New York, and by the Ziegel Eisman 
Company, Boston. A letter to any of these 
companies will direct you to sources that can 
supply genuine Kangaroo in different grades 
of shoes. 


AROO 


TANNED IN 





AMERICA FOR MEN’S 
STREET & DRESS SHOES 
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A Sales Campaign That 
Succeeded 


[CONTINUED FROM PACE 26] 


or weeks before. Time is taken for our window dis- 
plays, too, and we take great pains to form the shoes 
to look their best, whatever the price, with sticks, 
alcohol, etc., for all shoes. By working ahead with 
plans, and being ready, we have realized the full value 
of all publicity through perfect coordination, a most 
valuable thing in publicity.” 

Elaborating on the points brought up at the begin- 
ning and at meetings following, which he considers 
have been great factors in the phenomenal increase of 
business in the department, Mr. Owen explained how 
each of these points has been applied by the sales force 
to build business. 

“A big question is the time to turn over the cus- 
tomer. In this department, salesmen are told never to 
fail to do so, and the best moment to turn the customer 
over has often been discussed. Our instructions cover 
the obvious failure right at the beginning of a sale; 
the clash of personalities between salesperson and cus- 
tomer; failure from some unfortunate aspect of the 
beginning; the exacting or irritable customer, who can 
at times wear out a number of salesmen, and often 
winds up with the manager, who is the last call in our 
department. 


X-Ray Helps to Clinch Sale 


“Our salesmen are cautioned to turn over the cus- 
tomer before that point of impatience or exasperation, 
so fatal to any sale, has been reached. But the usual 
procedure, before this point, is to call the specialist, 
who, with X-ray and professional advice, convinces, 
soothes and in many cases clinches the sale. 

“We have found the services of our Dr. Scholl, 
specialist, invaluable in many ways, using him in all 
cases of complaint. Most complaints are caused by 
bad feet. Our specialist also handles cases of inde- 
cision as to fit, and, in both cases, many returns have 
been eliminated for us. Often by suggesting means for 
helping the faulty foot, he has also sold shoes to many 
hard-to-please foot sufferers who already knew their 
condition and came in to see the specialist. I par- 
ticularly instruct salesmen to turn to this aid, and to 
the X-ray, so valuable in working with the difficult 
foot, or with the customer who is undecided about fit, 
but really most valuable as an aid in closing the sale. 
After seeing her foot all snug and properly fitted 
through the X-ray, a customer is much more open to 
such sales closing questions as ‘Shall I charge these?’ 
etc. 

“Valuable in keeping customers who do not buy the 
regular lines, and also in creating second sales, has 
been our Kedette line of sports and street shoes, dis- 
played and sold from a booth at one end of the depart- 
ment, out of the regular traffic. Successful sales in 
the main department are often followed up with a 
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SCOTT’S ALL RUBBER BRUSH 


Handy, purse-size brush—easy to use—easy to Carry. 
Keeps suedes, nap leathers, gabardines and fabrics 
clean with a few strokes a day. A brush you can rec- 
ommend at a price that makes it sell. 


A Dee Fest selec chisel brows, eer, white 
Retailer 


Postage paid on 3 doz. or mare. 


Really SUCCESSFUL Cleaner 


for SUEDE, NAP LEATHERS, BUCK 
GABARDINE and FABRICS 


e REMOVES DIRT e 





SCOTT’S SUPERIOR Handle BRUS 


Cleans suede, rough leathers, Gabardines and Fabrics 
without liquid, powder or cleaner. 
dirt without harming the leather. 
keeps shoes clean and new—pleases customers. 
Four colors—black, brown, grey, white. 
Doz. $2.85; % Gross, $16.50; Gross, $32.00. 
Postage paid on 3 doz. or more. 
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Gently removes the 
A few strokes a day 


A beautiful 3 color counter display card, hold- 
ing 6 brushes, sent free with each order. 


SCOTT 


FOOT APPLIANCE CO., Inc. 
OMAHA, NEBR., U.S.A. 


Scott Foot Appliances are sold exclusively through 

Shoe Stores and Shoe Departments. 

Write for catalog showing the complete Scott 
**Profit'’ Line. 












Now being nationally advertised 








suggestion and sale of one of our attractive variety 
of sports shoes. Customers that no salesman can sell 
are often guided to the booth and sold, the variety, 
price and ease of fitting making these shoes easier to 
sell than regulars. No doubt our booth plays a part 
here. Originally designed in our store, it has been 
photographed by the Kedette people for their sales 
manual which goes to three hundred salesmen through- 
out the country, our booth being considered one of 
the best in the country.” 

Other points of success in this department have been 
the employment of as well trained extras as possible 
to get, and the making of each salesman the head of 
a brand of shoes carried, a sort of sub-manager of his 
own line, in charge of display, merchandising and pro- 
motion, which, though he can sell from any line, in- 
creases his interest and understanding of department 
problems. 

The type of extras employed, Mr. Owen considers 
an important factor in a store as heavily promoted as 
Pizitz. This is a sale store, and the extra must be 
brought in often, and it is most essential that they be 
good. This, says Mr. Owen, is his hardest problem to 
solve, as most good salesmen are not long out of work. 
But by using women who have formerly sold shoes 
regularly, but who, for some reason or another, usually 


marriage, do not want a regular job, the problem is 
met. An occasional good man, at the time out of 
work, is sometimes available as an extra. 

The best form of compensation, in the opinion of 
this manager, is the commission against a drawing 
account. All salaries in a shoe store or department 
are really on the commission basis, he thinks, only 
where the commission is openly recognized, enthusiasm 
and zest are added. 

When asked where such a percentage increase would 
go, if continued, Mr. Owen smiled comfortably—‘It’s 
not the idea to keep on forever at that rate. Each 
manager or owner usually has his own idea of the 
point to which he will build, and try to hold for a 
paying business. I have my own objective. Up to that 
looks good; beyond it might not be so good. The 
idea is to build to a sound, profitable objective and 
then keep to that volume.” 


At the Census of Manufactures for 1935 there were 
3506 establishments engaged in the manufacture of 
leather and its related products. These establishments 
had 25,357 salaried employees and 310,755 wage earn- 
ers, with salaries amounting to $53,687,316 and wages 
totaling $278,739,647. Products valued at $1,224.,- 
431,165 were manufactured by these establishments. 
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Joins Advertising Agency 

New York—Arthur D. Anderson, 
Jr., promotion manager of the National 
Shoe Fair, joined the Samuel G. Krivit 
Company, Inc., Advertising Agency, 10 
East 40th Street, New York, on Feb- 
ruary 1. 









EVERY 
POSSIBLE STEP 
HAS BEEN TAKEN 


to make these ideal 
Flexible Hard Soles (2 
to 8 sizes) the finest 
children's shoes possi- 
ble to produce. They 
represent the progres- 
sive development of 25 
years of experience, 
plus the assistance of 
many foot specialists 
through our Depart- 
ment of Medical Co 
operation. These little 
shoes will add to the 
volume and reputation 
of your Juvenile De 
=] partment. 


"| MRS. DAY’S 
IDEAL BABY 
SHOE CO. 
DANVERS, MASS. 
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ARTHUR D. ANDERSON, JR. 


The development of the National 
Shoe Fair under the joint sponsorship 
of the National Boot and Shoe Manu- 
facturers Association and the National 
Shoe Retailers Association was his 
major accomplishment to date. As pro- 
motion manager, through contact with 
800 manufacturers, he increased the 
extent and scope of the annual exposi- 
tion, having direct responsibility for 
the sale of space and for promotion. 
The Shoe Fair has grown from 775 
exhibits in 1936 to 885 in 1937, and 
to top position in 1938 as the nation’s 
greatest industrial show with 1055 dis- 
plays of shoes, leathers, accessories 
and allied products. 

Prior to undertaking this work, Mr. 
Anderson promoted the cause of re- 
tailing as publicity manager of the 
National Shoe Retailers Association. 
He started in shoes at the early age 
of 16 as Summer stock boy at the 
Walk-Over Shoe Store in Boston and 
later served as shoe salesman for Sears, 
Roebuck & Co. in Boston and John 
Wanamaker in New York. 

He has been a reporter and column- 
ist on a Plymouth, Massachusetts, 
newspaper, editor of “The AD-VISOR,” 
an advertising service; and contributor 
to trade publications. 

Formal education includes gradua- 
tion from the Experimental College 
and the University of Wisconsin 
(Ph.B) as well as graduate studies at 
Columbia and Harvard Universities. 
















Plans for Buffalo 
Show Progress 


BurraLo, N. Y.—Harry J. Deters, 
business manager of the Buffalo Shoe 
Retailers Association, which is arrang- 
ing a Shoe Style Show for Sunday 
and Monday, March 6 and 7, has al- 
ready received acceptances from suffi- 
cient exhibitors to insure the success 
of the event. Reports from Buffalo 
and other cities, indicate that the num- 
ber of retailers who will attend, will 
break all records. Last minute styles 
from Boston, New York, St. Louis and 
Milwaukee will be shown. The reser- 
vations for display space have now 
passed the 60 mark. 

Mr. Deters has issued an announce- 
ment urging prospective exhibitors to 
write at once to Mr. Daniels, Hotel 
Statler, where the exhibit will be held, 
for reservations. There is no service 
charge to show the lines and only the 
regular room rates will prevail. 





Compo Reports Increase 


Boston, Mass.— The Compo Shoe 
Machinery Corporation reports a net 
profit for 1937, after taxes, of $301,- 
004.39, or $2.07 per share. This com- 
pares with a profit of $201,696.97 for 
1936. ; 

Forty-five million pairs of shoes were 
made on Compo equipment during 1937, 
reflecting the steadily increasing ac- 
ceptance of the cemented shoe. 
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Independents “Hold Their Own” 


[CONTINUED FROM PAGE 33] 


_ to. prove his theory that good busi- 


ness could be done in a small town by 
his policies. With electrical foot-treat- 
ments he combines a shoe trade. 

He was convinced that without the 
proper shoes, strengthening and cor- 
rective measures could not be a real 
success. He builds shoes over in many 
instances to fit the customers’ feet. 
There is a large foreign-speaking ele- 
ment that devotes itself to onion- 
growing on the rich meadow soil of 
that section, and to the cultivation of 
tobacco. It is the habit of many of 
these workers to go barefoot much of 
the time. In that way their feet be- 
come broad. But when they get out of 
the fields and go into town and attend 
social gatherings they want to have 
their feet appear stylish and small 
and the younger element, particularly, 
prefers fancy shoes that are apt to 
cramp the feet. In that way they de- 
velop foot troubles and become cus- 
tomers for a store such as Dr. Fleury 
conducts. Dr. Fleury’s clerk, D. Per- 
rault, is an experienced shoe salesman 
who shares his employer’s views. He 
says he never really understood how to 
fit shoes until he became interested in 
foot treatment. Dr. Fleury runs a 
regular shoe store, with a good window 
display, and his professional office con- 
nected. He handles many conventional 
shoes and deals mostly in medium- 
priced lines. 

Rosen’s, retailing men’s and women’s 
apparel and furnishings, has a shoe 
department carrying regular lines at 
$2.95 and $6.50, the latter being termed 
the better seller. This store also buys 
in shoes for special sales. The concern 
has been in the town 30 years. 

J. C. Penney has a shoe department 
in the basement which devotes itself to 
men’s shoes mainly, with work shoes 
prominent and $2.98 the popular price. 
Women’s shoes for home wear bring 
$2.29 as a leading price. Boys’ and 
girls’ school shoes are also carried at 
corresponding prices, and also hunting 
shoes and boots. Neil Sabourin, man- 
ager of the department, says business 
has shown some increase this year. 

Thom McAn has a well-located store 
which does a good business in black 
shoes for general service wear and 
also enjoys a brisk trade in tans, black- 
and-whites and other fancy designs for 
three months of the year. This store 
has a diversified trade and draws well 
with the Polish, Czechoslovakian and 
Italian trade, which demands fancy 
shoes for summer. Heavy-weight shoes 
have a good run for Fall and Winter. 
M. J. Kelley, manager, says 

Endicott-Johnson Co. has a _ store 
near the Thom McAn and Hamilton 
stores. It took over, three years ago, 
the old-established store of Foster & 
Son, and has retained J. R. Foster as 
manager, who is assisted by two other 





salesmen. The immediate effect of the 
change was to brisk up competition in 
lower-priced lines. Best demand is for 
$3.50 shoes for dress wear, with $5 
lines leading the $2.29 and a good 
business done with heavy work shoes 
at $3. An improved business this year 
is reported. 

Sears, Roebuck & Co. makes its 
main drive on men’s shoes for work and 
street. wear, with the prevailing price 
around $3. A limited stock of women’s 
shoes for house wear is carried, with 
$2.79 as a popular figure. Boys’ shoes 
and men’s and women’s slippers are 
included, and heavy Winter lines in- 
clude items for farmers’ and drivers’ 
use and for skiing and hunting. Irving 
Block, manager of the department, 
says the inventory has been much en- 
larged in the past year, nctably in 
men’s work shoes, and sales have 
shown a 5 per cent gain for the year. 
Mr. Block has two assistants. The 
concern has been in Greenfiield about 
10 years. 

Montgomery Ward & Co. stocks 
men’s and women’s shoes in about equal 
proportions. Lines are priced at $2.20 
and $2.68 for men’s dress shoes and 
$2.20 and $2.98 for work shoes, while 
women’s lines are priced at $1.98, $2.49 
and $2.98. The manager, H. H. Rogers, 
Jr., has one assistant. The scope of the 
department remains the same as in 
former years. 





Shoe Ads Foreshadow 
Spring Fashions 


[CONTINUED FROM PAGE 28] 


cathedral steps,” the ad described this 
color. “A subtle sauce for that crisp 
slim suit you’re wearing under your 
coat right now. Light enough for a 
lovely lift—dark enough for what’s 
plain mid-Winter. Hall-marked Saks 
Fifth Avenue because it’s exclusive 
Saks Fifth Avenue.” 

Many other leathers are being fea- 
tured in these early Spring shoe ads, 
and in a varied assortment of colors. 
Much publicity is being given by I. 
Miller stores to their new Spring color 
Parisand, and stores with the I. Mil- 
ler franchise are featuring it. The 
Addis Co. of Syracuse plays it up in 
an unusual way in a four-column ad 
the full depth of the newspaper page, 
showing the shoes, fashion figures and 
accessories, as well as the name itself 
in a brown tone that approximates the 
color itself. Undoubtedly the use of 
colors in newspaper advertising is on 
the increase and it would not be sur- 
prising to see more of it this season 
than ever before. 

Spring fashions, of course, are far- 
thest advanced in the South, and so we 
find stores like Krupp & Tuffly of 
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Houston, Texas, advertising the more 
open types of sandals in an assortment 
of colors appropriate for the season. 
One of these called the “Duchess” is a 
peep-toe cross strap pattern, offered 
with a handbag to match and described 
as follows: “An important Krupp & 
Tuffly original in an advance version 
of the new ‘“Peep-Toe” shoes you’re 
going to wear so much this Spring— 
we’ve styled it in Blue Suede, Spring 
Rust shades of Buck, Blue Multi-tone 
Buck, All-Marine Blue Calf, All-Copper 
Calf and All-Black Patent Leather.” 
This shoe is priced at $11.75. ° 

In Florida, of course, the mid-Winter 
vacation season is in full swing and so 
quite naturally we find stores like 
Delman featuring gay beach shoes of 
every description, while Burdine’s are 
making an extensive promotion on 
their newest 1938 sunshine fashion 
sandal which they have dubbed “Es- 
capade,” the same name being applied 
to an entire group of accessories, in- 
cluding belt, hat, gloves and bag, as 
well as the sandals. The latter retail 
at $16.75. 

“Escape from the conventional in 
Escapade,” said the advertisement. 
“You have never seen a shoe like it, 
end we predict Escapade will be the 
shoe sensation of 1938. For this daring 
new Sunshine Fashion Sandal we have 
created complementing accessories—a 
bag, a belt, gloves and a hat. Each of 
these pulse-stirring creations must be 
a part of your resort wardrobe. Es- 
capade Sandals . . . so different, so 
new, you'll want them in all daytime 
versions. Made with a flexible sole that 
gives you the feeling of walking on a 
luxuriously thick carpet. Of pin-punch 
pigskin, white with brilliant trim. 
Sketched: White with Persimmon and 
Signal Green.” 

In Los Angeles, J. W. Robinson Co. 
features “Copper Suede in Molded Pat- 
terns by LaValle, illustrating three 
patterns, one a high heel opera pump, 
the two being open toe and open heel 
models. All three are decorated with 
pinpoint perforations. The advertise- 
ment says: “A suave color, molded into 
sophisticated lines and hand-made by 
master craftsmen. To wear with beige, 
black and navy; later, to dramatize 
white.” 

Clearance advertising continues, and 
doubtless will continue through the 
month. Many of the ads which stress 
price reductions, seasonal or otherwise, 
are interesting and attractive. For ex- 
ample, Macy’s, of New York, in a men’s 
shoe advertisement announces “an in- 
teresting reduction,” giving as a reason 
the lower leather market, and making 
no mention of a “sale.” “Our men’s 
shoe department turns a trend in the 
leather market to your advantage,” 
says this advertisement. “This group 
of beautifully styled, carefully detailed 
shoes, witich were $5.98, now cost you 
only $5.49. Pictured below is a new 
full brogue wing tip. It’s typical of 
the smartness, high quality and rich 
appearance inherent in this low-priced 
line.” 
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Obituaries 


William C. McDermott 


Boston, Mass.—William C. McDer- 
mott, an editor of the Weekly Bulletin 
of Leather and Shoe News, died Feb- 
ruary 2 in the Wyman House of the 
Cambridge Hospital after a brief ill- 
ness, and was buried from his home at 
10 Elm Lawn Avenue, Dorchester, on 
February 5. The business papers of 
the shoe and leather industries have 
lost an able, conscientious worker, one 
of the friendliest of men, liked and 
respected by all. The trade will miss 
his daily visits and the inspiration of 
his kindly philosophy of life. A gal- 
lant gentleman, may his memory carry 
on a valiant spirit. 

Mr. McDermott, who had been asso- 
ciated with the leather trade for 35 
years, was born 58 years ago, the son 
of William J. and Delia Daley Mc- 
Dermott. He attended the Boston Latin 
School, graduated from Harvard Uni- 
versity in 1903, entered the leather 
business and soon thereafter estab- 
lished his own business with offices on 
South Street. This he sold to his asso- 
ciates in 1930, at which time he be- 
came a member of the staff of the 
Weekly Bulletin. 

He was a member of the St. Vincent 
de Paul Society and a former president 
of its South Boston group; and a mem- 
ber, also, of the Wollaston Golf Club. 

Mr. McDermott is survived by his 
widow, Mrs. Anna Cavanagh McDer- 
mott; and by three sisters, the Misses 
Mary G. and Rita McDermott of 
Brighton; and Mrs. Charles S. O’Con- 
nor. : 


Mark A. Knipe 


Warp HILL, Mass.—Mark A. Knipe, 
age 68, associated with Knipe Brothers 
of Ward Hill, Mass., died recently after 
a brief illness. Until about 1935, Mr. 
Knipe was a representative on the 
road covering New York, Pennsylvania, 
and the Middle West. He was highly 
respected and had a substantial busi- 
ness. 


David A. Cohn 


SouTH BEND, IND.—David Abraham 
Cohn, 79, president of the Boston Shoe 
Store at 124 South Michigan Street, 
died at his home here, recently, fol- 
lowing an illness which he suffered for 
the past four months. 

Mr. Cohn was born in Lithuania, 
Jan. 5, 1859, and came to this country 
in 1886. He settled first in Marquette, 
Mich., where he organized a retail 
store. In 1895 he went to Detroit and 
entered a retail business. In 1899 he 
came to South Bend to open the Fair 
Store. In 1912 he organized the Bos- 
ton Shoe Store and in 1914 the Fair 
Store went out of business. 

Mr. Cohn was one of the organizers 
of the Sons of Israel congregation in 
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1904 and served as its president the 
past two years. He is survived by his 
wife and three sons, all of South Bend, 
besides a daughter in Elkhart, Ind. 


Samuel Brill 


New York—Samuel Brill, well 
known shoe retailer and in later years 
a shoe manufacturer in this city, died 
on Jan. 25, at the Knapp Memorial 
hospital, here. 

In 1910, Mr. Brill became associated 
with the Sam Levine Shoe Stores at 
109th Street and Madison Avenue. 
After ten years with this firm, in 1920, 
he opened his own store under the name 
Brill’s Boot Shop, at 114th Street and 
Lenox Avenue, this city. In 1930 he 
liquidated this store and bought the 
Betty Wales Boot Shop at 163rd Street 
and Southern Blvd., in the Bronx, later 
opening a juvenile shoe store on Burn- 
side Avenue. 

His last venture in the shoe business 
was as a partner in the Avalon Shoe 
Mfg. Co., making women’s turn shoes. 
He was forced to retire from this posi- 
tion due to an eye ailment which neces- 
sitated his inactivity for the past four 
years. 

Mr. Brill is survived by his wife and 
two children. 
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HEADQUARTERS 
FOR SUCCESS 


Successful business men appreciate the 
need for modern comfort and conve- 
nience when they travel. And so, al- 








Chain Store Efficiency 
records are made available 
to independent retailers in the 


Recorder’s Stock Record System 
(either in cards or book form) 


Samples on Request 


MERCHANT’S SERVICE DEPT. 
209 So. State St., Chicago, II. 


most invariably, they stop at The Ben- 
jamin Franklin when in Philadelphia. 
e For The Benjamin Franklin is Phila- 
delphia’s modern and convenient ho- 
tel. 1200 big comfortable rooms. Food 
that tempts the most travel-harrassed 
appetite. Service that soothes travel- 
jarred nerves. Rates that fit every travel 
budget. ¢ Try The Benjamin Franklin 
yourself the next time! 
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The BENJAMIN FRANKLIN 
Philadelphia 


SAMUEL EARLEY, Managing Director’ 























Buffalo Retailers Hold 
Successful Affair 
[CONTINUED FROM PAGE 38] 


distinguished visitor from New York 
City and was not recognized until he 
chose to make himself so. Mr. Cooke 
weighed 290 lbs. last July, but by 
a rigid diet reduced his weight to 
187 lbs. and the reduction so al- 
tered his appearance that none recog- 
nized him. 

The evening was the most successful 
ever held by the Association. 





Julian & Kokenge 
Report Increase 


CoLuMBus, OHI0—Julian & Kokenge 
and subsidiaries, in their annual re- 
port for the period ending Oct. 3t, 
1937, showed net sales of $4,124,112, 
the cost of sales, $3,153,804, and the 
profit before other income and expenses, 
$279,792. Other income totaled $369,- 
998. Net income was $308,572. The 
dividend paid totaled $295,676 and the 
balance of Oct. 31 was $1,642,328. Fed- 
eral taxes were listed as $61,063; total 
current liabilities at $199,540; surplus 
from retirement of preferred stock, 
$606,075; earned surplus, $1,642,328; 
and total capital was listed at $2,- 
248,404. 





Brockton Industrial Exhibit at Boston Rane 
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Boston, Mass.—One of the outstanding features at the recent Boston Shoe 
Show was the community exhibit of shoes and allied lines sponsored by the 
Brockton, Mass., Chamber of Commerce. Participation in the show was made 
possible by the Brockton Industrial Fund, a community enterprise which has 
made available the funds necessary for the promotion of more business for com- 
panies already established in Brockton and the legitimate attraction of new firms. 


While the display itself occasioned complimentary remarks, the real highlight 

of the exhibit was the fact that representatives of labor, management and of the 

general public were in constant attendance at the booth to welcome visiting shoe 

men as well as to give them a good word about Brockton and its industrial 
situation. 
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William E. Lamb 

NortH ADAMS, Mass.—William E. 
Lamb, 62, proprietor of a retail shoe 
store in this city for many years, died 
suddenly January 29 from a heart at- 
tack. A native of Charlestown, he had 
resided here for the past 35 years. 
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Shoe Firms Damaged by Fire 


HAVERHILL, Mass. — Damage esti- 
mated at $15,000 or more was caused 
February 2 by a fire in the Burgess 
Building, 143 Essex Street, occupied 
by several shoe firms. 

The fire started on the fifth floor, 
when a spark from a cement mixing 
machine ignited rubbish in the plant 
of the Haverhill Shoe & Novelty Com- 
pany, it was reported. The fire set off 
six sprinkling systems. 

The plants damaged were those of 
the Dainty Shoe Company, the Haver- 
hill Shoe & Novelty Company, the 
United Shoe Machinery Company on 
the first and second floors and the 
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folder H. CONJOR SHOE CO., INC. 
R- 197 Flatbush Ave., Brooklyn, N. Y. 
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Brown Counter Company, third floor. 
Between 300 and 400 employees were 
made idle by the fire. 






















The camera’s eye catches those attending Wizard’s silver anniversary sales con- 
ference: Top row, left to right: Van H. Sutton, southern states; A. J. Hart, New 
York City; W. F. Richter, northern mid-central states; Geo. F. O’Brien, mid-central 


states; L. C. Lyman, east central states: 


states; L. E. Finkle, southwestern states; H. W. Drese, western New York and 


Pennsylvania; J. Carroll, New England 


Reinhart, Jr., director of sales and advertising; J. B. Reinhart, Sr., vice-preside 


K. Barrett, southeastern states; W. F. 
Atlantic Seaboard area; C. E. 


St. Louts, Mo.—The Wizard Com- 
pany’s silver anniversary sales con- 
ference for 1938 was held at the Coro- 
nado Hotel in St. Louis. District man- 
agers representing the entire United 
States contributed to the most elaborate 
and constructive national sales confer- 
ence ever held by the Wizard Company. 

The N-E-W-S (New Established 
Wizard Sales) of 1937, keynote of the 
first half of the conference, was pre- 
sented by J. B. Reinhart, Sr., vice-presi- 
dent and general manager, through the 
medium of a series of large books which 
recorded and illustrated the progress 
made in each division during the year 
just past. A round table discussion fol- 
lowed each step in the N-E-W-S of 
1937. 

Wizard’s advertising, dealer helps 
and educational program, the most ex- 





Wizard Men Meet in St. Louis 


















E. J. Crowell, western and Pacific Coast 







states; H. S. Gardner, president; J. B. 

ts 
Glaser, Pacific Coast states; I. Leia, 
Williams, northwestern states. 








tensive in many years, was unfolded 
during the second half of the confer- 
ence. The entire program is designed 
solely for shoe dealers, the field in 
which Wizard has confined their selling 
efforts. 

L. C. Lyman and J. Carroll were 
awarded gold, diamond set, Trimfoot 
insignias in recognition of their out- 
standing sales records. A. J. Hart and 
J. Carroll were the new initiates in the 
“Gold Club”—an organization of “top- 
notchers.” 

The climax of Wizard’s silver anni- 
versary sales conference was reached at 
the annual staff banquet when H. S. 
Gardner, president, representing all the 
Wizard employees, presented J. B. Rein- 
hart, St., vice-president, with a silver 
plaque expressing the appreciation of 
his 25 years of progressive leadership. 
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STRENGTH 
SECURITY 
ECONOMY 


UNISHANK 


BREASTLOCK 
HEEL 


UNISHANK innersoles and BREASTLOCK wood heels are two 
logical and practical features that progressive manufacturers 


are using on women’s high heel shoes. 


The BREASTLOCK heel with its special anchoring device, to- 
gether with UNISHANK innersoles, gives new security against 
“kicking under” or “kicking back.” Smaller and shorter soles 
can be used and flap laying is eliminated. Unishank gives 
rigid arch support that is vitally essential. 


Modem style versions emphasize the importance of these two 
basic improvements in shoemaking technique. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON. MASSACHUSETTS 
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Clnssiped and ed! Af 





SALESMAN WANTED 


POSITION WANTED 


LINE WANTED 








Wanted experienced rubber and _ tennis 
salesman for New England States; Eastern 
and Western Pennsylvania; Western New 
York State; Virginia; West Virginia; 
Ohio, Michigan; Illinois, Wisconsin; Min- 
nesota ; lowa; Mississippi; Arkansas. Pref- 
erence given on past record. No objection 
if carried as side line. Address F667, c/o 
Boot and Shoe Recorder, 140 Federal 


Street, Boston, Mass. 








WANTED 





Salesman for Texas and Oklahoma with es- 
tablished trade and experience in_ selling 
women's high style sandals from large floor 
stock. Can be carried with other non-conflict- 
ing line. Strictly commission. State experience, 
accounts sold and references. Hannahson's 
Shoe Co., Haverhill, Mass. 




















ANTED—Road salesmen. Due to our vast 

expansion, we are in need of good men 
with road experience. hen applying, state 
full particulars and age. C. W. Marks Shoe 
Co., 41 So. Wells Street, Chicago. 





BUSINESS OPPORTUNITY 








YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system o 
foot correction; readily learned by any 
one at home in'a few weeks. Easy terms 
for training; openings cveny@uane with 
all the trade you can attend to. No capi- 
tal sees or goods to buy; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 


Boston, Mass. 








ET AIL Shoe Salesman and Manager. Many 
years’ experience in corrective line pertain- 
ing to men’s, women’s and children’s footwear. 
Thoroughly understands all merchandising prob- 
lems. Excellent references as to character and 
producing. Will welcome an interview. Ad- 
dress F-672, care Boot & Shoe Recorder, 239 
West 39th Street, New York, i 





ETAIL POSITION WANTED. Many years 
experience in managing shoe stores. Mer- 
chandising, selling, orthopedics, fitting, and 
window trimming qualify this man to take over 
and run _ successfully a retail shoe business. 
Also familiar with merchandising of men’s cloth- 
ing and furnishings. Excellent references and 
prefers position in New York State, if possible. 
Address F-671, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





FOR SALE 





SHOE store operating 12 years in city of 
45,000, near Boston. 100% location. Very 

good lease, great opportunity for right party. 
Approximately $5.0 Address F-650. care 
Boot & Shoe ay 140 Federal St., 
Boston, Mass. 


SALESMAN with 15 years’ experience in man- 
ufacturing and wholesaling of shoes desires 
line of women’s novelty shoes preferably retail- 
ing at $5.00 to $8.50. Knows shoe business 
from every angle. Is well acquainted with re- 
tailers, department store buyers, chain store 
buyers in middle west and middle Atlantic 
states. Home in New York. Prefer covering 
middle Atlantic territory where I know I can 
build a real business for right manufacturer. 
Best of references. Address F-659, care Boot 
& Shoe Recorder, 239 West 39th Street, New 


York, 





WANTED—A Good line of $4.00 corrective 
and style shoes for Jersey and New York. 
Address F-674, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y 





ALESMAN, ten years’ experience in shoe 

business, established territory Florida and 
Georgia, desires line ladies’ novelty shoes and 
sport oxfords retailing $1.98 to $3.95. Refer- 
ences furnished. Address F-673, care Boot 
& Shoe Recorder, 239 West 39th Street, New 


York, N. Y 


[INE WANTED—Well known salesman to 

leading shoe buyers, desires manufacturer’s 
line of house slippers and sandals for volume 
buyers. Best of references furnished. Address 
F-669, care Boot & Shoe Recorder, 140 Federal 
Street, Boston, Mass. 








WANTED TO PURCHASE 





MILWAUKEE findings jobber interested in 

selling men’s line shoes and slippers. Ex- 
cellent contact with shoe trade in Southern 
Address F-668, care Boot & Shoe 











New Catalog 

Avusurn, N. Y.—Dunn & McCarthy, 
Inc., have recently issued two catalogs 
of their new Spring line of Enna Jet- 
ticks, Fashion Welts and Fashion 
Welds. The Enna Jettick book is at- 
tractively printed in color with shoes 
shown in black. Plastic bound, this 
new catalog is very easy to order from 
with stock numbers and prices given 
below each shoe illustration. 


Buyers of Surplus Stocks 

We will buy surplus or entire stecks of shoes 
from manufacturers, jobbers or retailers. 
QUANTITY NO OBJECT 


KIRSCH-BLACHER CO., Ine. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 








SHOE STOCKS. BOUGHT 
Complete or. Part 
Wholesale or Retail 


BARIS SHOE COMPANY, Inc. 


79-81 READE STREET, NEW YORK, N. Y. 
Telephone WORTH 2-5180, 518! 








WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 


ity, Arch Preserver, Queen = bel, 
IRVIN RUBIN 


“The House of Jobs” 
89 Reade St., Cor. Church 





Phone Barclay 7-7887 New York City 








Wi 
Recorder, 239 West 39th Street, New York, 
by es 








Spring Gray Shoe Promotion 


Los ANGELES, CALIF.—The shoe de- 
partment in the Brooks Clothing Store 
cpened their first Spring promotion 
with a complete showing of gray shoes 
in all leathers, lasts and prices. The 
dressy, smooth-calf custom lasts sold 
equally well with the reversed calf and 
elk finish semi-sport types. This pro- 
motion was launched the first week in 
February when many of the local men’s 
shoe stores were still featuring sales. 
A satisfactory response to these new 
shoes on the part of the buying public 
was made manifest. Following this ini- 
tial Spring showing will come the 
publicity directed toward the brown 
calfskin dress shoes after which will 
come the first showing of the white 
and brown and white sport shoes in 
March when the weather is warm and 
settled. 








mum charge, 75 
When 
address should be counted. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 


a box number is desired twelve words should be added for the address. In all other cases each word of the 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 


Classified advertising is payable in advance. 
3" Advertisements for this page must be in our New York office on Friday of the week preceding publication. “@&§ 
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Shoe Men Play Leading Parts 
in “Small Business” 
Conference 


[CONTINUED FROM PAGE 34] 


structive chain store competition; 

Labor—employer and employee be 
held equally responsible for observing 
collective bargaining contracts; imme- 
diate investigation of the Wagner La- 
bor Relations Board; frowned on a 
wage and hour bill and questioned the 
merits because of geographical differ- 
entials. 

Soon after the conference opened, 
Commerce Secretary Roper dispersed 
the meeting into group conferences, 
which for the most part were quiet 
and orderly. Delegates genuinely dis- 
turbed about meeting payrolls in the 
face of declining markets participated 
in some serious and constructive dis- 
cussions, but the attention of the press 
was focused on the noisy group in the 
auditorium where hundreds with sten- 
torian voices capitalized to the fullest 
on the carnival atmosphere and sought 
to submit their plans for overcoming 
the business recession. 

Uppermost in the minds of hundreds 
of delegates, it developed, was the sub- 
ject of oiling government machinery 
for making loans to business—a topic 
which the White House has indicated 
is up for prompt consideration. 

The small business man is handi- 
capped because “bankers use every 
possible excuse to avoid making loans,” 
declared Samuel M. Le Vine, shoe re- 
tailer of Paterson, N. J., whose store 
is known as “Uncle Sam’s Shoes, Inc.” 

Le Vine proposed that loans to small 
business men be made either through 
direct government machinery or that 
the Government guarantee the loans. 
He said it would help to replenish in- 
ventories and put the independent store 
on a par with chain store operators. 

Other suggestions made by Le Vine 
were: less regimentation which he said 
destroys personal initiative; the gov- 
ernment must assume the responsibil- 
ity of continuing work relief; retain 
the capital gains tax but with modifi- 
cations; repeal the undistributed prof- 
its tax. 

After completing his prepared state- 
ment, Le Vine told the Boor AND 
SHOE REcoRDER that he was doubtful 
of the value of the conference. His 
view was that the whole procedure in 
calling the meeting was “too much of 
a rush job,” and that its value could 
have been improved materially by or- 
ganizing regional conferences between 
specific business groups before coming 
to Washington. 

He endorsed the pending Patman 
bill, designed to divorce manufacturing 
and retailing, and forecast that pas- 
sage would go a long way toward end- 
ing what he described as unfair com- 
petition. If an independent store is 
aggressive enough Mr. Le Vine said, 
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it can counteract to a large degree 
competition from chain stores. 

Ten group conferences covered the 
following subjects: loans to small com- 
panies; unemployment; fair trade 
practices and price legislation; social 
security; government research for 
small businesses; wages and hours; 
housing; installment selling; develop- 
ment and location of small industries; 
and miscellaneous subjects. 

Among representatives of the shoe 
trade attending the two-day session 
included Herbert J. Rich, B. Rich & 
Sons, Washington, D. C.; L. V. Her- 
shey, Hagerstown Shoe & Legging Co.. 
Hagerstown, Md.; George B. Hess, N. 
Hess’ Sons, Baltimore, Md.; Elkan R. 
Myers, D. Myers & Sons, Inc., Balti- 
more; Samuel M. LeVine, president, 
Uncle Sam’s Shoes, Inc., Paterson, N. 
J.; L. E. Langston, manager, National 
Shoe Retailers Assn., New York City: 
Philip Stadler, Stadler’s Shoes, Inc., 
Brooklyn, N. Y 

Morton Silverman, Morton’s, Far 
Rockaway, N. Y.; Floyd G. Frederick, 
Fredericks Shoe Store, Souderton, Pa.; 
E. S. Gerberich-Payne Shoe Co., manu- 
facturer, Mount Joy, Pa., and Reuben 
Gordon, Reuben Gordon Shoe Co., Inc., 
Philadelphia. : 


Shoe Merchants Council Meets 
New YorkK—The Shoe Merchants 


Council of New York held their annual 
election meeting on Tuesday, February 
8, at the Murray Hill hotel. The affair 
was a luncheon meeting and was at- 
tended by a good representative group 
of the membership. 

The meeting was called to order fol- 
lowing the luncheon with C. A. Lan- 
chantin, president, in the chair. Mr. 
Lanchantin first called on William Par- 
rott of the Shoe Fashion Guild, who 
talked briefly on the work of the Guild. 
Following Mr. Parrott, John Laycock 
of Hanan & Son, explained briefly the 
work of the National Shoe Retailers 
Association and urged a closer coopera- 
tion between the Shoe Merchants Coun- 
cil and the N.S.R.A. 

Nat M. Horn, treasurer of the Retail 
Shoe Merchants Association, was then 
called upon for a few words and he 
told of the work and aims of this group. 

Percy S. Hart, honorary president of 
the Council, who recently returned 
from abroad was called upon and he 
gave a short summary of conditions 
abroad, touching on the subject of the 
work of merchants abroad in cooperat- 
ing school and store in the training 
of salesmen. 

Following Mr. Hart, Gustave Pick, 
treasurer of the Council, read the trea- 
surer’s report which, incidentally, was 
on the right side of the ledger for the 
year. 

Closing the meeting, officers were 
nominated and the entire slate was re- 
elected for the coming year. These are 
Charles E. Lanchantin, president; 
Arthur A. Livers, Thomas J. Callahan, 
Thomas Sheridan and Harold C. Kim- 
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IN SPITE OF 
THE RECESSION! 


SPRING 
WINDOWS 


- STILL MUST BE IN 
ON TIME! 





WRITE FOR OUR 
NEW 
SPRING CATALOG 
OF 
SPRING MATERIALS 
AND IDEAS 


NOW! 


IT’S YOURS FOR THE 
ASKING! 


ARROW 


DECORATING & FIXTURE CO. 
19 So. 4th St., Philadelphia, Pa. 




















ball, vice-presidents; Murray M. Green, 
secretary, and Gustave Pick, treasurer. 
Following the installation of officers, 
Mr. Layeock brought forth a motion 
which was seconded and carried, which 
suggested the appointment of a plan- 
ning committee to plan the work of the 
organization for the year. The appoint- 
ment of this committee will be done at 
the next meeting of the Council at 
which the suggestion of Samuel Staff 
that a permanent, full-time secretary 
be appointed to further the work of the 
Council, will also be considered. 


U.S.M.C. Orchestra 
Entertains 


Boston, Mass.—At the luncheon of 
the workers for the Community Fund 
on Monday noon, February 7, at the 
City Club the music was furnished by 
the Office Orchestra of the United Shoe 
Machinery Corporation. 

This orchestra is composed of 40 
members, executives and employees at 
the Boston office, under the leadership 
of Joseph C. Stout, office manager. It 
ha8 achieved an enviable reputation 
through its “Get-Together” concerts 
each year since its organization in 1932, 
and is numbered among the best of the 
amateur musical organizations of this 
section. 





a ALC rite AF re Mart ee 


[ } ee es 


fs a4 a 





Page 56 


A. S. Beck Acquires 
Cutler Stores 


New Yorx—The A. S. Beck Shoe Cor- 
poration of New York has acquired the 
stores and business of the Cutler Shoe 
Company which operates a chain of 
twelve shoe stores in Chicago and its 
suburbs. This purchase of the Cutler 
business marks the entry of A. S. Beck 
into the Chicago retail shoe field. The 
Cutler Company have been in the shoe 
business on State Street for more than 
fifty years, during which time -they 
have operated a store in the Palmer 
House both in the old hotel and the 
present building for the past forty 
years. 

The A. S. Beck Shoe Corporation, 
which is an affiliate of the Diamond 
Shoe Corporation, the manufacturing 
division, is one of the largest operators 
of retail shoe stores in the United 
States. The A. S. Beck Company are 
now operating 98 retail stores in New 
York City, Buffalo, Syracuse, as well 
as in Detroit, Philadelphia, Miami and 
other cities in the East and South. 
They are one of the largest one-priced 
shoe retailers in the country and oper- 
ate seven factories largely centered in 
Massachusetts and the eastern sea- 
board in connection with the retail 
stores. Mr. Atherton Pettingell, ad- 
vertising representative of the A. S. 
Beck Shoe Corporation, stated that the 
Cutler name and personnel will be 
retained throughout the Chicago stores. 

A. S. Beck will construct a new 
store front together with modernization 
of the interior during the Summer of 
1938 or the early part of 1939. The 
premises were completely air-condi- 
tioned by the Palmer House last year 
in connection with the general air- 
conditioning installation by the hotel 
for all of the store space comprising 
60 units together with its public meet- 
ing rooms. 

The main Chicago store of the A. S. 
Beck Shoe Corporation will be located 
at 107-109 South State Street, in the 
Palmer House, which has been the 
headquarters of the Cutler business. 
This space comprises a double store 
with 40 feet of State Street frontage 
extending back to a depth of approxi- 
mately 160 feet to the arcade of the 
Palmer House. In addition, they have 
leased approximately 8,500 square feet 
of space in the basement, together with 
a mezzanine floor to be used for the 
men’s department and a large area of 
sub-basement space which will be used 
for shoe storage, receiving, distribution 
and employees’ facilities. 





Acquires New Store 


Fort WortH, Texas—The Perkins- 
Timberlake Shoe Store at Wichita 
Falls, Texas, has been taken over by 
the Walk-Over Shoe Company, accord- 
ing to M. A. Daniel, district manager 
and supervisor for the Walk-Over shoe 
stores in the Southwest. O. E. Evans is 
manager for this new Walk-Over store. 
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IGH on the list of “musts” of a successful shoe 
H dealer you will find a demand for a compre- 
hensive In-Stock Department. Such a service is AT 
YOUR SERVICE here at Vitality. It is complete in 
every way, covering a large range of widths and sizes 
... featuring attractive patterns, in seasonal materials. 
During the spring season, the completeness of the 
Vitality In-Stock Department will prove a definite 
asset to dealers interested in capitalizing on the 
spring demand to the fullest extent. 


Dealers who have profited with Vitality’s In-Stock 
Service know that it covers men’s... women’s... 
and children’s lines completely. And In-Stock as- 
sures dealers of quicker fill-ins, rapid turnover, and 
resulting profitable inventories. Vitality’s In-Stock 
Service is at your service! 

VITALITY SHOE CO. e« ST. LOUIS, MO. 


Branch of International Shoe Co. 


VITALITY 







WOMEN’S 


AAAAA to EEE 
Sizes 2to 11 
$6.75 and $7.50 


MEN’S 
AAA to G 
Sizes 5to 14 
$5, $6 and $6.75 


BOYS’ 


AtoE 
Sizes 1to 6 
$4.00 and $4.50 


CHILDREN’S 
* Complete Widths 


and sizes 
$2.50 to $5.00 


Priced according to size 


Vitality Growing Girls’ 
Goodyear and Sbicca-Del- 
mac construction shoes, 
(Thrift Grade) $5.00. Thrift 
Grade Shoes for women 
$6.00, Vitapoise Feature 
Shoes for children $3.50 to 
$6.00, priced according 
to size. 


NANNETTE 








Page 2 BOOT AND SHOE RECORDER, February 19, 1938 








The PLAZA —- No. 2447 
Sizes: 31/2 to 9; AAAA to C 
Retail, $6 (other styles, $5 to $6) 


ENNA JETTICKS DEPEND ON COLONIAL 


Here are two of the best-selling in-stock shoes in the Enna Jettick line. The PLAZA, 
with its smart pattern of perforations, is new this year. The PRINCESS is a classic 

) pump that will never grow old. Both are made of Colonial Patent throughout in 
order to enhance the flexibility and lightness which are the prime features of Enna 
Jettick’s fashion-welt shoes. Both, therefore, have that rich brilliancy of finish which 
leading shoe makers know that they can depend on Colonial Patent to give to their 
better-quality shoes. 


COLONIAL | 
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The PRINCESS — No. 2402 
Sizes: 3 1/2 to 10; AAAA to C 
Retail, $5 (other styles, $5 to $6) 


FOR 


Black Colonial Patent will be more in demand than ever 
to wear with this season’s colorful print dresses. But don’t 
overlook the fact that the rage for color is also making 
colored daytime shoes more important than they have 
ever been. For authentic, up-to-the-minute colors you will 
need a swatch book of Colonial Colored Patent for ready 


reference. Just write and ask for one from our Dept. R. 


PATENT 





COLONIAL TANNING COMPANY 
207 SOUTH ST., BOSTON, MASS. 











- 
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3312—-Girls' White Side 2-Buckle 
Front Strap, 10/8 leather heel. 


eee 6° oe 1. 
-) 3313—Misses’ 121/2/3. 8/8 heel.1.171/2 
33131/,—Child’s 81/2/12. 5/8 heel. 


1.071/, 
3314—Black Patent, 10/8 heel. Girls’ 


BE ese Ree CR Cine cise 5 64es 1.40 

3315—Misses’ 121/./3. 8/8 heel.1.171/2 

33151/2-—Child's 81/2/12. 5/8 <r 
071/, 


It's every little girl's dream and desire to step out in 
shoes “just like big sister's”. So Endicott Johnson has 
taken its smartest growing girls’ shoes for Summer, 
and sized them right down the line! Heels are lower 





in the smaller size ranges, but styles are alike in 
every respect. Fit your young lady customers with 
these styleful, “grown-up” fashions. Show them that 
they're wearing shoes “just like big sister's”... and 
youll find mothers bringing them back for all their 


shoe requirements, season after season. 





3281—-Misses' Black Patent Side 
» Gun Metal Patent Tongue 


Strap, 
Overlay. 8/8 leather heel, 121/2/3. 





1.171/, 
$2798—White side, brown tongue 

OE ove vino kis Sebi 1.171/2 ~ 
3356—Misses’ White Side Oxford, 3351—Misses’ White Side 2-Buckle 
Square Nickel Eyelets, Square Toe, Front Strap, 8/8 leather heel. Cempro 
8/8 leather heel. Cempro. 1212/3. Wel 1ZR/S 0 aS 1.321/2 

1.171/2 $3511/.—Child's 8/12. 5/8 heel. 

1.221/, 
995¢—Black Patent. Misses’ 12ip/3. 
1.321/, 
99531/;—Child’s 81/4/12 ........ 1.22i/, 






ENDICOTT JOHNSON 
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they’re just like sister’s! 


3302—-Girls’ White Side Front Strap, 
Brown Strap and Vamp Overlay, 
10/8 leather heel. Cempro. 31/2/8. 

1.40 





3304—Girls' White Side Monk Side 


Strap, 10/8 leather heel. Cempro. 3303—Misses’ 121/2/3. 8/8 heel. 

SU UL eee enna rare re 1.40 1.171/, 
3305—Misses’ 121/2/3. 8/8 heel.1.17Y/2 3300—All Black Patent, 10/8 heel. 
3306—All Black Patent, 10/8 heel. Gina SIGs... 6 cccccccenvinnsess 1.40 
_  —. SRE Tare 1.40 3301—Misses’ 1212/3. 8/8 heel, 
3307—Misses’ 12!/2/3. 8/8 heel.1.171/2 

3309—Red Patent, 8/8 heel. ee 4 3298—All white side, 10/8 "tor 
LVL") LS: ie RRA HOO GR Settle Stn res, 1.25 GHB GALO . oe ece nk cevicwickece 1.40 
3311—Yellow Patent. 121/2/3....1.25 3299—Misses’ 121/2/3. 8/8 heel.1.171/, 








3268—Girls’ white side oxtord, seamed 


ENDICOTT JOHNSON Giris’. oe 
e e 3269—Misses’ 1212/3. 8/8 heel. 
Misses’ and Children’s Cempros ne “LIM, 


32691/.—Child’s 81/12. 5/8 — 
IN STOCK IF you want to build a volume chil- ; 
dren's footwear business without great investment in an inven- 


tory of sizes, USE THE ENDICOTT JOHNSON IN-STOCK 
SERVICE. All shoes illustrated are available for size-up from 
stock at our three great warehouses .. . ready for instant 
shipment whenever you order! 





9925—Misses’ Black Patent Front 
Strap. 8/8 leather heel. Cempro. 
WG Sees ic cavarehsidessceus 1171/2 


2 
3327—White Side, 12!/2/3...... 1.171/, 
33271/2—Child’s 81/2/12 ....... 1.07/2 


JenoicorT JOHNSON | | 











3333—Misses’ White Side Front Strap, 3335—-Misses’ White Side Cross roducl f 
8/8 Covered heel Cempro. 1212/3. Strap, 8/8 leather heel. Cempro. \ EVERY SHOE STORE 

1.25 1] SERN es baheg enerer oe 1.17}/, N AMERICA 
33331/,—Child’s 81/2/12. 5/8 heel.1.15 3337—-White Side, Red Patent Strap. 






1.171, 









ENDICOTT, N. Y. « ST. LOUIS, MO. « YORK CITY 





SCUFFLESS HEELS mean more sales for you 
—better value for your customers 


One sales advantage no woman will question is—scuffess heels! There’s 
not one of your customers who hasn’t scuffed her heels on curbs, stairways, 
gratings or in other ways. 

Make sure your shoes have heels covered with Scuffess ““Pyraheel” plas- 
tic heel coverings—then tell your customers that the heels will stay fresh 
and new-looking as long as the shoes last! You'll find you’ve got your 
hands on one of the best sales arguments you’ ve ever known! 

What’s more, “Pyraheel” coverings are amazingly smart looking. They're 
uniform, they’re scuffless. They don’t crack or split or check. And they 
make a lighter shoe! 

Make a note now to specify “‘Pyraheel’’ heel cov- 
erings on your next order. If you would like to have 
samples and further information, write Du Pont. —— 
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Nationally ADVERTISED 
fo the FIRST TIME 
excen ne PEARS. 





as advertised 
therein 











ALL-LEATHER 
QUALITY 














for Boys i Girls 


ROBERTS. JOHNSONGRAND | 


Branch of International Shoe Co. 


ST. LOUIS, MO. 
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SHOES 


Thru leading magazines, parents are being contacted 
direct on Poll- Parrot shoes for children. With ads 
going into 1 out of every 6 homes, the appealing 
story of Poll- Parrot leadership i an style, correct hit 
and all- leather quality i 1S being told to millions of 
Mothers and Fathers vitally interested i in safe uard- 
ing the future foot health of their children. To get 
the most in value for their shoe dollars, all of these 

rospective purchasers are being directed to stores 
Deituina Poll- Parrots. More people are talking 
about .. . and more are buyin Poll- Parrots than ever 
before. Take advantage of t is opportunity, the first 
you ve had no doubt, to tie-in with a nationally 


advertised line of Chi ie Ss Shoes! Wire, write 


or phone for our Representative! It will pay you. 


How would you li ke to have peome- 
tional material on your Chi Idren’ $s 
shoes tying in with a national adver- 
tising program! This i is a merchan- 
dising reality with dealers who sell 


Poll- Par rrots. 





for new 


AC: ee Oe Os o | 


t 


stalog ol the co 
rite of Star Brand Shoes 


In the mail this week 


mplete 
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Sample No. W-213 Blucher oxford trim- 
med with Ohio's No. 4602 Blue Emboss- 
ed Baby Mexican Alligator, a populer 
Spring Color. The Shoe is manufactured 
by J. P. Smith Shoe Company, Chicago 


STILL ANOTHER EMBOSSED GRAIN CALFSKIN BY OHIO 


The ease with which Ohio’s Calf Creations fit into the plans of Shoe Manufacturer, Shoe Merchant 
and Shoe Customer, is evidence of Ohio’s progressive tanning. Consistently alert and skillful in the 
development of new effects, colors, combinations and weights, are Ohio's tannage technicians. 
To freshen and stimulate the Design, Production and Merchandising of footwear is the function'of 


Creations in Calf by Ohio. We invite you to write us for additional information and samples of 





CREATIONS CALE 


pe i ib oie 








